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Ifra’s  futuristic  testing  center  in  South  Carolina 
will  help  make  media  convergence  real  (at  last) 
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LETTERS 


©^s - 


E&P  TECHNICAL 

THE  URGE  TO  CONVERGE  mthe 

heart  of  the  Old  South,  the  Newsplex 
paves  way  for  a  new  newsroom  . .  .10 


E&P  NEWS 

In  ChiTown  Sammy  Sosa  has 
a  new  boss  —  besides  Dusty  Baker  .  .3 

On  the  Net  ABC  restructures 
its  Web-site  auditing  approach . 4 

Broadcast  news  Yes,  that 
really  was  Garry  Trudeau  on  TV  ...  .5 

Not  fur  everyone  Papers 
split  on  accepting  advocacy  ad . 6 

DEPARTMENTS 


NEWSPEOPLE  Roger  Plothow  takes 


top  titles  at  Idaho’s  Post  Register  . .  .8 

EDITORIAL  Keeping  criminal-libel 

laws  is,  well,  criminal  . 9 


OP-ED  Wall  Street  could  learn  a  lot 
via  the  journalists  on  Main  Street  .  .18 

NEWSPAPER  2.0  Counterintuitively, 


Web  travel  advertising  is  hot . 20 

SYNDICATES  King  Features  soon  to 
become  “Bizarro”  world . 25 

"30-  Allan  Wolper:  There  is  such  a 
thing  as  too  much  information  . .  .26 

Classified  . 13 


Cover  photo  by  Milton  Morris 


THIS  WEEK  ON  THE  WEB 

Exclusively  on  editorandpublishercom . . . 

E&P  Online  Editor  Carl  Sullivan  reports  on 
newspaper  efforts  to  effectively  sell  their  Web  sites 
as  advertising  vehicles  for  local  businesses.  See 
“Web  Publishers  Should  Angle  For  Small 
Advertisers"  under  Dec.  3  on  our  “Headlines” 
page. ...  Joe  Strupp  talks  to  editors  around  the 
country  about  The  New  York  Times'  spiking 
of  two  columns  about  the  Augusta  National  Golf 
Club  controversy.  See  “Editors  Weigh  In  On  NY 
Times’  Augusta  Issue”  under  Dec.  6  on  our 
“Headlines”  page. . . .  “Reporter’s  Digital  How-To” 
columnist  Charles  Bowen  visits  TV  Acres,  a  guide 
to  what’s  appeared  on  the  boob  tube  since  the 
1940s  during  prime  time  and  Saturday  mornings. 


GEENA  DAVIS,  FOR  ONE 

Regarding  “Film  has  an  alter- 
native  ending”  [Dec.  2,  p.  17]: 

Har  Har  Har. 

I  actually  saw  that  bit  of  work 
^Between  the  Lines^,  and  it  is  best 
forgotten. 

But  I’m  with  you.  Other  than  getting 
to  nail  Laura  Dem,  what  has  Jeff 
Goldblum  really  done? 

JACK  WILLIAMS 

Austin,  Texas 

IN  THE  SPIRIT  OF  THE  SEASON 

There  is  doubtless  no  organiza- 
tion  better  qualified  to  judge  the 
policies,  practices,  condition,  and 
performance  of  the  U.S.  press  than  E^P, 
longtime  bible  of  the  newspaper  industry. 

That’s  why  I  disagree  emphatically  with 
Richard  S.  Newcombe’s  view  that  “you  are 
compromising  the  magazine’s  integrity  by 
revealing  your  bias”  in  “allowing  (or  coerc¬ 
ing)  your  editors  to  pick  arbitrarily  their 
favorite  syndicated  features”  [“Letters:  The 
‘Best’  and  the  ‘Worst’  of  it,”  Dec.  2,  p.  3]. 

Certainly,  it  is  just  as  proper  and 
reasonable  for  E^P  to  make  such  decisions 
as  the  “handful  of  editors”  —  carefully 
hand-picked  —  who  review  the  work  and, 
with  the  board’s  final  approval,  anoint 
Pulitzer  Prize  winners,  virtually  all  of  whom 
emerge  from  a  tiny  pool  of  the  nation’s 
largest  papers  by  circulation. 

My  guess  is  that  those  fortunate 
columnists  and  cartoonists  who  are 
accepted  for  representation  by  Creators 
S>Tidicate  are  subjectively  selected  by  a 
“handful  of  editors”  —  and  ultimately  by 
Rick  Newcombe. 


I  see  no  evidence  whatever  that  your 
“Features  of  the  Year”  has  “destroyed 
!  [your]  fairness  and  objectivity”  or  that  it  is 
'  “undermining  E&P's  credibility.”  While  I 
:  may  not  agree  with  your  choices,  I  would 
j  defend  to  the  death  your  right  to  make 
;  them.  I  hope  you  keep  it  up  and  even 
expand  on  it. 

BILL  RENTSCHLER 

!  FREELANCE  COLUMNIST 

The  Journal-News 
Hamilton,  Ohio 

THE  DI0($ED)0TAFF SIDE? 

1  REALLY  APPRECIATED  AlICIA  MuNDY’S 
piece  on  the  lack  of  women 
contributors  on  The  Washington 
Post's  Op-Ed  pages  [_‘‘Post  needs  women,” 
Nov.  25,  p.  26]. 

As  one  of  a  handful  of  female  political 
cartoonists  in  the  country,  I  know  your 
argument  could  extend  to  the  editorial 
cartoons  chosen  for  those  pages,  as  well. 

I  would  be  interested  to  know  how  often  a 
:  female  editorial  cartoonist  does  in  fact 
'  appear  on  the  Post’s  pages. 

PAM  WINTERS 

SELF-SYNDICATED  POLITICAL  CARTOONIST 
San  Marcos,  Calif. 

I  Correction 

;  In  “Kansas,  Wisconsin  sites  set  upgrades,” 
Nov.  18,  p.  24,  E&P  misidentified  Global 
Press  Sales  Inc.  as  handling  the  press 
expansion  at  Central  Wisconsin 
Newspapers.  In  fact.  All  Press  Parts 
and  Equipment,  Oshkosh,  Wis.,  is  doing 
the  work  and  supplying  a  tower  addition 
from  Chicago-based  Global  Web  Systems, 
for  which  it  is  the  exclusive  North 
American  agent. 


- -  50  YEARS  AGO  - - 

NEWSPAPERDOM*^  FROM  EDITOR  &  PUBLISHER 


DEC.  13,  1952: 

The  U.S.  Defense  Department  has 
laid  down  a  rule  governing  the 
protection  of  assumed  “exclusive 
rights”  to  stories  originated  by  a 
reporter's  query.  Routine  or 


feature  matter  is  covered  by  a 
limited  right,  but  when  broad 
national  interest  is  involved,  the 
facts  will  be  generally  released. 

A  “double  impact”  announcement 


campaign  employing  1,609 
newspapers  with  more  than  50 
million  copies  in  circulation  and 
a  high-ranking  network  TV  show, 
spearheaded  the  introduction  of 
the  1953  Mercury  autos  Dec.  10. 
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In  the  wake  of  The 
New  York  Times' 
spiking  of  two  sports' 
columns,  nwst  top 
editors  at  a  cross 
section  of  major 
newspapers  said  they 
would  not  object  to 
columnists  who  criti¬ 
cized  their  papers’ 
editorial  positions. 

The  Times  recently 
killed  two  columns 
that  raised  questions 
about  its  strong 
editorial  position  that 
the  famed  Augusta 
National  Golf  Club  in 
Georgia  should  admit . 
women  members  and 
that  Tiger  Woods 
should  boycott  the 
Masters  Tournament. 

Of  the  eight  editors 
contacted  by  f&P 
about  the  issue,  five 
said  they  would  never 
hold  a  column  just 
because  it  disagreed 
with  the  newspaper’s 
editorial-page  position, 
two  said  it  would 
depend  on  the 
specifics  of  the  case, 
and  one  said 
columnists  should 
not  take  such  stands 
in  the  paper. 

Tom  Fiedler,  execu¬ 
tive  editor  of  The 


by  the  world’s  greatest  newspaper  deal,  the  $  8-billion 
acquisition  of  the  Times  Mirror  Co.,  including  the  Los 
Angeles  Times,  Newsday  in  Melville,  N.Y.,  The  Sun  in 
Baltimore,  and  she  other  dailies. 

As  Tribune  grew  to  become  the  third-largest  news¬ 
paper  company,  it  also  became,  on  FitzSimons’  watch, 
the  nation’s  fifth-largest  broadcast  TV  group.  Before 
his  tenure  as  president  of  Tribune  Broadcasting  Co., 
the  company  had  just  six  TV’  stations.  Now,  it  has  24. 
Yet,  FitzSimons  seems  to  have  slipped  smoothly 
into  his  newspaper  responsibilities.  “If  you  saw 
him  at  our  board  meetings,  you  wouldn’t 
'  ’  ’  hadn’t  been  in  the  newspaper  busi- 

■ver,”  said  William  Dean  Singleton, 
jdiaNews  Group  Inc.  CEO  who  is 
lairman  of  the  Newspaper  Associa- 
America.  “Dennis  has  an  extremely 
jnderstanding  of  the  newspaper 
ss,  even  though  his  background  is 
n  television,  and  he  probably  is  one 
)f  our  most  knowledgeable  board 
members  in  terms  of  convergence." 

Though  convergence  has  lost  a 
lot  of  its  cachet  lately,  FitzSimons 
said  it’s  a  fact  of  life  in  a  consolidat¬ 
ing  media  business.  “We’re  all  do¬ 
ing  the  same  thing;  trying  to 
reaggregate  audience  share  in  a 
fragmenting  universe  ...  and  any¬ 
thing  we  can  do  in  our  multiple 
media  in  terms  of  cross-promot- 


BY  MARK  FITZGERALD 

CHICAGO 

From  Col.  Robert  R.  McCormick  in  the 
Roaring  Twenties  to  John  W.  Madigan  in  the 
Digital  Nineties,  every  Tribune  Co.  CEO  of  ^ 
the  modem  era  has  first  spent  time  as  publisher  ji '' 
of  the  Chicago  Tribune.  Last  week,  Dennis  J.  « 
FitzSimons  broke  the  mold. 

Twenty  years  after  he  came  to  T ribune  as  m 

sales  director  of  its  WGN-TV  superstation  ufgMff 
in  Chicago,  FitzSimons,  51,  was  promoted  fgitMmii 
from  president  and  chief  operating  officer  MlvM 
to  succeed  Madigan  and  become  the  first 
CEO  from  the  media  giant’s  broadcast 
side.  He  is  also  a  virtual  lock  to  become  ignSMSfl 
its  chairman:  Madigan,  65,  announced 
he  will  retire  Dec.  31  of  next  year. 

Under  Madigan,  Tribune  was  trans- 
formed  from  a  newspaper  company 
that  owned  some  broadcast  proper- 
ties  and  the  Chicago  Cubs  into  an  ag- 
gressive  multimedia  player,  capped 


Dennis  FitzSimons 
^  (far  left)  will 
Hi  succeed  John 
Madigan  at 
Tribune 
Tower. 


Miami  Herald,  backed 
The  New  York  Times’ 
position.  “That  is 
something  I  wouldn't 
want  any  of  our 
columnists  to  do," 
said  Fiedler,  a  former 
political  columnist. 
“That  strikes  me  as 
unprofessional,  to 
take  on  the  editorial 
position  of  the  paper.” 

But  others  dis¬ 
agreed.  Carole  Leigh 
Hutton,  executive 
editor  of  the  Detroit 
Free  Press,  said,  “We 
pay  these  people  to 
have  an  opinion.” 

Phil  Bronstein,  execu¬ 
tive  editor  of  the  San 
Francisco  Chronicle, 
argued,  “If  it  is  well- 
written  and  interest¬ 
ing,  it  ought  to  go  in. 

It  doesn’t  depend  on 
some  notion  that  peo¬ 
ple  are  not  allowed  to 
criticize  the  paper.” 

-  JOE  STRUPP 

DJSETTIES 
‘Pill' SUIT 

Without  admit¬ 
ting  guilt,  Dow 
Jones  &  Co.  Inc. 
settled  discrimination 
charges  filed  with  the 
federal  Equal  Employ¬ 
ment  Opportunity 
Commission  by  a 
worker  for  The  Wall 
Street  Jourrta!  and  two 
other  employees  of 
Dow  Jones  over  the 
company’s  policy  of 
not  including  contra¬ 
ceptive  coverage  in  all 
its  health  plans. 

In  a  settlement 
disclosed  last  Friday, 
Dow  Jones  said  it 
would  provide  cover¬ 
age  of  “all  Food  and 
Drug  Administration- 
approved  prescription 
contraceptives  and 
related  medical 
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ing,  cross-selling,  cross-advertising  will  give  us  an 
advantage,”  he  told  E^P  Thursday. 

A  key  convergence  initiative  launched  under  Fitz- 
Simons  is  Tribune  Media  Net,  the  multimedia  nation¬ 
al  advertising  sales  organization.  “We’re  pleased  with 
Media  Net,”  he  said.  “It  did  $34  million  in  business 
last  year  [and]  will  do  $55  million  to  $60  million  this 
year,  and  we’re  looking  at  $70  million-plus  next  year.” 

Though  FitzSimons  has  never  been  a  publisher,  he 
was  a  decision-maker  in  the  launch  of  two  news¬ 
papers  just  this  year:  El  Sentinel,  the  Spanish- 
language  weekly  newspaper  published  by  the 
Orlando  (Fla.)  Sentinel,  and  —  with  far  more  ballyhoo 
in  the  industry  —  the  Chicago  Tribune’s  youth-orient¬ 
ed  daily  tabloid  RedEye.  His  experience  in  helping 
create  the  young-skewing  WB  broadcast  TV  network 
—  in  which  Tribune  has  a  22.5%  stake  —  was  useful 
in  evaluating  RedEye’s  prospects,  FitzSimons  said: 
“We  learned  with  the  WB  that  this  is  a  demographic 


that  advertisers  want  to  reach.  We  found  out  on  the 
print  side  that  advertisers  are  really  enthusiastic 
about  the  effort  we’re  making  to  reach  that  demo.” 

One  challenge  FitzSimons  will  face  in  his  new  role 
relates  to  Tribune’s  fight  against  a  $551.5-million  tax 
bill  for  transactions  that  took  place  at  Times  Mirror 
two  years  before  Tribune  bought  the  L.A. -based 
company.  The  Internal  Revenue  Service  in  August 
decided  Times  Mirror  improperly  treated  as  tax-free 
two  transactions  that,  in  1998,  spun  off  legal  publisher 
Matthew  Bender  &  Co.  Inc.  and  medical  publisher 
Mosby  Inc. 

Last  month.  Tribune  asked  the  U.S.  Tax  Court  in 
Washington  to  overturn  that  IRS  determination.  No 
trial  date  has  been  set.  The  IRS,  which  does  not 
comment  on  cases  affecting  individual  taxpayers,  has 
until  Jan.  8  to  reply.  (1 

Todd  Shields  contributed  reporting  to  this  story. 


Reflecting  the  state  of  Net  profits 

ABC  Interactive  now  has  a  new  look 


Auditor’s  structuring  leads  to  layoffs 

BY  MARK  FITZGERALD 


CHICAGO 

HE  Audit 
Bureau  of  Circu¬ 
lations  over  the 
past  month  has  shaken 
up  its  Web-site  auditing 
service  —  lajing  off 
its  top  Web  auditing 
executive  and  some  staff; 
restructuring  ABC 
Interactive 
from  a  stand¬ 
alone  business 
to  an  in-house 
department  at 
ABC;  and 
dumping  any 
Web  auditing 
clients  who 
aren’t  also  ABC 
members. 

Remaining 
ABC  Interactive  staff 
have  moved  from  their 
office  building  in  Rolling 
Meadows,  Ill.,  to  the 
nearby  ABC  head¬ 
quarters  in  the  Chicago 
suburb  of  Schaumburg. 

As  ABC  tells  it,  two 


factors  doomed  ABC 
Interactive  as  a  separate 
business  trolling  for 
clients  throughout 
cyberspace. 

First,  member  news¬ 
papers  were  demanding 
that  ABC  audit  their 
Web-site  statistics  along 
with  their  print 
circulation  and 
audience 
figures.  “News¬ 
papers  were 
telling  us  that’s 
how  they  sell,” 
said  ABC 
spokeswoman 
Marybeth 
Meils.  ABC 
recently  devel¬ 
oped  the  “Integrated 
Publisher’s  Statement” 
to  present  an  overview 
of  a  publication’s  print 
and  Web  reach. 

Second,  ABC  Inter¬ 
active  never  really 
took  off  in  gaining  new 


clients.  In  a  tough  econ¬ 
omy,  limited  resources 
are  being  directed  to 
more  successful  services. 
ABC’s  hot  Reader  Profile 
service  verifies  a  news¬ 
paper’s  readership 
research,  growing  from 
just  seven  newspaper 
clients  in  1999  to  215 
dailies  this  year.  ABC 
has  the  same  high  hopes 
for  its  new  Subscriber 
Profile,  which  does  the 
same  work  for  demo¬ 
graphic  reports. 

Among  those  losing 
jobs  in  the  restructuring 
was  ABC  Interactive’s 
head,  Richard  P.  “Dick” 
Bennett,  who  held  the 
title  of  senior  vice 
president,  audit  services 
for  ABC  Interactive. 

Since  its  founding  as 
the  first  Web-site  audit¬ 
ing  service,  ABC  Interac¬ 
tive  signed  up  relatively 
few  papers,  although  its 
clients  include  two  of  the 
biggest,  USA  Today  and 
The  New  York  Times. 
Other  newspaper  Web 
sites  proved  hard  sells. 


St.  Pete’s  DuPont 
wonders:  Who  wants 
audits,  anyway? 


The  St.  Petersburg 
(Fla.)  Times  was  one 
that  resisted  frequent 
overtures.  The  paper’s 
biggest  objection  was 
that  ABC  Interactive 
proposed  auditing  only 
page  views  and  other 
statistics  generated  by 
visitors  who  come 
directly  to  the  site,  said 
Web  Publisher  Ronald 
Dupont  Jr.  “That’s  only 
60%  of  our  total  page 
views,”  he  said.  “The 
rest  come  from  outside 
vendors,  such  as  Career- 
Builder.”  ABC  Inter¬ 
active’s  proposals  to 
charge  for  auditing  each 
of  those  many  outside 
vendors  looked  too 
costly  and  complicated, 
Dupont  said.  He 
added  that  none  of  the 
Times’  Web  advertisers 
has  ever  asked  for 
audited  statistics. 

ABC  Interactive  will 
continue  as  the  name 
of  ABC’s  Web  auditing 
efforts  because,  Meils 
said,  it  retains  “a  lot  of 
brand  equity.”  11 
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services  to  all  employ¬ 
ees”  and  that  it  would 
reimburse  current  and 
former  empioyees  for 
the  cost  of  contracep¬ 
tives  incurred  since 
Jan.  1  of  last  year. 

Dow  Jones  and  The 
Associated  Press, 
which  earlier  reached 
agreement  with  its 
employee’s  union  on 
full  coverage  of  contra¬ 
ceptives  beginning 
next  month,  were  the 
first  news  orpniza- 
tions  targeted  by  so- 
called  “contraceptive 
equity”  movement  of 
unions  and  feminists 
upset  that  some 
health  plans  do  not 
cover  “The  Pill,”  while 
nearly  all  pay  for  treat¬ 
ment  by  Viagra,  the 
male  impotence  drug 
(£&P,  June  24,  p.  9). 

-  MARK  FITZGERALD 
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G.B.  Trudeau:  TV  or  not  TV? 

‘Doonesbury’  on  the  tube 


McGruder  of  Universal  is  perceived  to  offer  more- 
pointed  commentarj\ 

Scott  Stands,  former  president  of  the  Association  of 
American  Editorial  Cartoonists,  praised  Trudeau  for 
tackling  once-taboo  topics  and  making  the  comic 
art  form  “fuller  and  deeper,”  but  said  the  strip  has 
declined  to  some  degree. 

“When  ‘Doonesbury’  was  at  its  zenith,  it  could  be 
harsh,  yet  still  seem  plaj^ul.  Lately,  instead  of  a  deft 
hand,  it  has  a  mallet,”  said  Stands,  who  works  for  The 
Birmingham  (Ala.)  Nercs  and  Copley  News  Service, 
and  also  creates  “The  Buckets”  comic  for  United 
Feature  Syndicate.  “Trudeau  has  been  doing  the  strip 
forever.  Any  creative  process  cannot  remain  at  such 

/a  high  level.” 

But  Trudeau’s  news¬ 
paper  list  has  stayed  at 
the  1,400  level,  according 
to  Kathie  Kerr,  Univer¬ 
sal’s  director  of  commu- 
nicadons. 

Brian  Walker,  author 
of  The  Comics:  Since 
1945,  said:  “‘Doonesbury’ 
continues  to  entertain  me 
and  challenge  me,”  even 
though  it  might  not  be  “as 
/ith  Ted  Koppel  last  week.  shocking  and  controver¬ 
sial  as  people  used  to  think  it  was.”  He  noted  that  the 
strip  remains  absorbing  chiefly  because  it  features 
characters  readers  care  about.  “It’s  richly  rewarding 
to  see  how  the  characters  develop  over  time,”  said 
Walker,  who  works  on  “Hi  &  Lois”  and  “Beetle 
Bailey”  for  King  Features  Syndicate. 

“Trudeau  achieves  his  satire  through  the  personal¬ 
ities  of  his  characters.”  said  cartooning  critic- 
historian  R.C.  Harv'ey,  which,  he  added,  gives 
“Doonesbuiy  "  more  depth  than  other  topical  comics. 

Harvey  and  Walker  also  said  Trudeau’s  drawing  is 
much  stronger  now.  In  the  1970s,  Trudeau  joked 
with  Koppel  last  week,  “I  made  the  profession  safe 
for  bad  art.”  Now,  said  Walker,  “‘Doonesbuiy  ’  is  one 
of  the  most  ambitiously  designed  strips  on  the 
comics  page.”  IS 


BY  DAVE  ASTOR 

Garry  Trudeau,  in  an  extremely  rare  TV 
interview,  appeared  Tuesday  and  Wednesday- 
on  ABC’s  UpClose  with  Ted  Koppel. 

“The  last,  and  only  other,  sit-down  TV  interview  I 
did  was  on  a  local  Boston  station  in  1971,”  the 
“Doonesbury”  creator  told  E&P.  “I  discovered  early 
that  it  wasn’t  necessary  to  have  a  public  profile  to 
succeed  in  my  business,  so  I  decided  to  spare  myself 
the  aggravation.” 

Why  UpClose'^  “I’m  usually  up  at  the  hour  the  show 
airs  [12:05  to  12:35  a.m.  EStI  and  I  found  myself 
immediately  drawn  to  it  when  it  debuted  last 
summer,”  Trudeau  replied.  “The  conversations  have 
this  intimate,  coffeehouse 
to  them,  con- 

eluded  that  if  I  was  ever 
going  to  do  an  interview, 
this  was  probably  as  good 
as  it  was  going  to  get.  Of 
made  no 
make  me  cry, 
and  I  didn’t  make  him 
cry,  so  technically  it 
wasn’t  good  television. 

I  had  fun.” 

Trudeau  did  make 

some  interesting  com-  Trudeau  gets  UpClose 

ments  to  Koppel  in  his  soft-spoken  manner,  which 
differs  greatly  from  the  biting  approach  he  takes 
periodically  in  his  strip.  For  instance,  Trudeau  said  a 
satirist  is  “not  paid  to  be  fair,”  noting  that  if  he  didn’t 
stretch  the  truth,  he’d  be  “just  another  boring 
reporter”  —  repeating  a  phrase  Koppel  had  used. 

The  Universal  Press  Syndicate  cartoonist  also 
said  “a  low  tolerance  for  hypocrisy  is  part  of  my  job 
description”  and  that  the  last  two  years  have  been  a 
“feast”  for  satirists. 

Meanwhile,  E&P  used  the  occasion  of  Trudeau’s 
rare  tube  time  to  ask  a  few  insiders  about  the  32-year- 
old  “Doonesbury.”  Some  feel  the  comic  is  as  good  or 
better  than  it  was  during  its  purported  1970s  and  ’80s 
heyday.  Others  see  the  strip  as  “guilty,  guilty,  guilty” 
of  slippage  at  a  time  when  “The  Boondocks”  by  Aaron 


Visitors  to  news 
Web  sites  are 
more  likely  to  con¬ 
sume  the  same  media 
brands  offline,  accord¬ 
ing  to  data  released 
Friday  by  the  Online 
Publishers  Association 
of  New  York.  In  a 
survey  of  nearly  5,000 
Internet  users,  OPA 
found  that  56%  said 
they  were  more  likely 
to  read,  watch,  or 
listen  to  the  offline 
partner  of  online 
outlets.  Those  with  a 
“high  affinity”  for  a 
particular  Web  site 
were  even  more  likely 
to  use  its  offline 
companion  (66%  high 
affinity  versus  23% 
low  affinity).  The 
correlation  was 
strongest  among 
special-interest  (70%) 
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and  sports  (60%) 
sites. 

OPA  also  cited 
examples  of  Web  sites 
driving  print  subscrip¬ 
tions.  Among  them, 
USAToday.com  is  the 
No.  2  source  for  new 
subscriptions  to  its 
print  mother  ship; 
washingtonpost.com 
is  the  fastest-growing 
source  of  new 
subs  to  The  Washing- ' 
ton  Post;  The  New 
York  Times  has  gener¬ 
ated  more  than 
58,000  subscriptions 
from  its  Web  site  since 
September;  and 
Boston.com  generated 
nearly  9,0(X}  new 
subs  to  The  Boston 
Globe  since  the  same 
month. 

-  CARL  SULLIVAN 


Fur flies  over  advocacy  ad 

‘Neiman  Carcass’  line 
turns  off  some  papers 


51S,JEEDSHERFUR 
COAT  MORE  THAN 

neiman  carcass  does 


Steven  Anderson,  ‘Neiman  Carcass’  in  th 

USA  Today  director  of  title,  and  the  Morning 
communications.  News  would  not  take  tl 

declined  to  comment  on  text,”  she  said, 
this  particular  case,  but  Meanwhile,  The  Wa 
said  the  paper  generally  Street  Journal,  the  Los 

refuses  ads  that  are  Angeles  Times,  and  Th 

libelous  or  offensive  Washington  Post  each 

or  that  promote  agreed  to  accept  the  ac 

something  illegal.  said  Prescott,  who  cho 

to  place  it  in  the 

“We  take  a  lot  Post,  where  it  rai 

of  ads  where  we 

never  questioner 

don’t  always  agree  the  ad,  and  they 

• .  V  •  •  J  jj  are  one  of  the  to] 

with  what  IS  said.  papersi„,he 

—  STEPHEN  HILLS  countiy,”  she  sai 


BY  JOE  STRUPP 

WHEN  THE 
Fund  for 
Animals,  a 

nonprofit  animal-rights 
group,  wanted  to  kick 
off  its  latest  campaign 
against  fur  sales, 
organizers  decided  a 
full-page  ad  in  a  national 
newspaper  would  be  just 
the  ticket.  But  finding  a 
paper  to  publish  the 
message,  which  targeted 
retailer  Neiman  Marcus, 
proved  harder  than  they 
thought. 

“It  was  very  surpris¬ 
ing,”  said  Jennifer  Allen, 
program  coordinator 
for  the  New  York-based 
group,  which  asked 
seven  major  dailies 
about  running  the  ad, 
but  found  only  three 
that  would  take  it  as  is 
(a  fourth  accepted,  then 
rejected  it).  The  ad 
included  an  open  letter 
to  Neiman  Marcus 
asking  the  company  to 
stop  selling  fur  and 
citing  the  “extreme  ani¬ 
mal  cruelty”  that  comes 
from  fur  traps  and  ani¬ 
mal  breeding  practices. 

The  group  first 
approached  USA  Today, 
which  agreed  on  Nov.  22 
to  run  the  ad  on  Nov.  29, 
according  to  Heidi 
Prescott,  the  fund’s 
national  director.  She 
said  a  $116,479  check 
was  sent  to  the  Gannett 
Co.  Inc.  flagship,  but 
that  it  was  returned  after 
the  paper’s  executives 
changed  their  minds. 

“I  thought  that  was  ex¬ 
tremely  unprofessional,” 
Prescott  said.  “That  left 
us  scrambling.” 


I TW6  2i$T  CtIfTWty, 


manager,  said  the  paper 
ran  the  ad  after  allowing 
its  legal  department  to 
review  it.  “We  take  a  lot 
of  ads  where  we  don’t 
always  agree  with  what 
is  said,”  he  told  E^P. 
“We  don’t  feel  it  is  our 
place  to  make  that  judg¬ 
ment.”  Calling  Neiman 
Marcus  “a  large  and  val¬ 
ued  customer,”  Hills  said 
he  had  received  no  reac¬ 
tion  from  the  retailer. 

Jerry  Bluestein,  L.A. 
Times  advertising- 
standards  coordinator, 
said:  “We  like  advocacy 
advertising.  Anti-fur 
ads,  pro-fur  ads:  It 
contributes  to  the 
marketplace  of  ideas.”  11 


After  the  USA  Today 
affair,  fund  representa¬ 
tives  approached  six 
other  newspapers.  The 
New  York  Times  refused 
the  ad,  while  The  Dallas 
Morning  News  and  The 
Boston  Globe  were  will¬ 
ing  to  take  it,  but  with 
changes,  Prescott  said. 
“The  Globe  did  not  want 


The  TritMne- 

Review  in  Greens- 
burg,  Pa.,  which  built  , 
circulation  rapidly 
during  the  1990$ 
using  deep  discounts, 
.has  dropped  the  price 
of  its  Sunday  paper 
by  50  cents,  to  $1; 
following  a  2.22% 
drop  in  Sunday  circ,' 
to  179,567,  in  the 
six  months  ended 
Sept  30. 

The  change 
comes  as  the  paper 
celebrates  the  10th 
anniversary  of  its 
founding  by  conser¬ 
vative  activist  Richard 
Mellon  Scaife. 

,The  rival  Pittsburgh 
Post-Gazette  did 
slightly  better  on 
Sunday,  reporting  a 
0.59%  loss  in  circ,  to 
406,930,  in  the  latest 
reporting  period. 

-  LUCIA  MOSES 


Taxing  guesins  nag  Pulitzer  Inc. 

For  the  past  year,  Pulitzer  is  “moving  at  IRS  speed.” 

Inc.  has  stoutly  rejected  But  in  the  process  of  researching 

Internal  Revenue  Service  the  case,  he  added,  “It  became  clear 
claims  that  it  owes  almost  $30  we  had  not  deducted  all  the  costs 

million  in  tax  on  the  $1.85-billion  associated  with  the  transaction  that 
spinoff  of  its  radio  and  TV  stations  we  could  deduct.”  In  a  Form  10-Q 

in  1999.  Now  Pulitzer  says  it  actually  filed  recently  with  the  Securities  and 
deserves  a  tax  refund  of  $8.1  million.  Exchange  Commission,  Pulitzer  said 

plus  interest  it  had  filed  amended  tax  returns 

Pulitzer  says  the  March  1999  claiming  new  deductions  for 

acquisition  of  its  TV  and  radio  expenses  incurred  exploring  “several 

stations  by  Hearst-Argyle  Television  strategic  alternatives  and  potential 
Inc.  was  a  tax-free  spinoff.  The  IRS  transactions  prior”  to  going  ahe2id 
says  it  hiked  1999’s  taxable  income  with  the  deal.  The  only  IRS 
by  $80.4  million  —  leaving  Pulitzer  response,  Silverglat  said,  has  been 
with  a  federal  and  state  tax  bill  of  to  acknowledge  getting  the  claim, 
about  $29.3  million.  That  dispute,  —  Mark  Fitzgerald 
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Shepherd  tends  to  bigger  flock 


Once  ready  to  quit  the  news  business, 
Michigan  owner  now  seeks  new  deals 

BY  LUCIA  MOSES 

RANK  H.  Shepherd  loves  Michigan,  and 
the  feeling  seems  mutual.  He  launched  his 
21st  Century  Nev-'spapers  Inc.  in  1997  by 
!  buying  not  one  but  three  Detroit-area  dailies  in  one 
;  I  day.  One  of  the  few  active  private  buyers  in  a  year  of 
I  i  sparse  merger-and-acquisition  activity,  he  made  two 
i  more  purchases  for  about  $100  million  this  year. 

Shepherd’s  Pontiac-based  daily,  weekly,  and 
I  shopper  group  now  reaches  some  1.7  million  house¬ 
holds  each  week  and  70%  of  the  coun- 
! ;  ties  in  Michigan,  including  some  of 
I  the  state’s  richest.  Of  the  88  publica- 

I  tions,  four  are  dailies,  with  an  average 
weekday  circulation  of  145,000. 

He  expects  same-property  revenue 
'  I  to  grow  in  the  low  single  digits  this 
!  year,  to  about  $200  million, 
i  j  Now  he’s  itching  to  do  more  deals 
I  j  —  and  not  just  in  Michigan.  “We’ll 
go  outside  the  state.  Absolutely,” 

!  Shepherd  said  during  a  recent  New 
:  York  visit  to  meet  with  his  backers, 

I  Goldman  Sachs  Capital  Partners  II 
i  and  Kelso  &  Co.  He’s  also  interested 
in  owning  TV  stations  in  his  print 
markets  when  federal  media  cross¬ 
ownership  are  changed,  probably  next  year,  and 
isn’t  ruling  out  an  eventual  merger, 
i  But  will  growth  come  so  easily  outside  Michigan? 
i  Once  he  leaves  his  existing  market,  the  odds  of 
bidding  successfully  on  a  daily  in  a  growth  market 
will  be  tougher. 

“The  hardest  is  to  leapfrog  into  another  market,” 
j  i  admitted  Shepherd,  who’s  tried  to  buy  papers  as  far 
!  j  away  as  Florida  and  Massachusetts. 

For  now,  though,  Michigan  has  been  good  to 
Shepherd.  Oakland  County,  north  of  Detroit,  home 
to  two  of  his  dailies,  is  the  state’s  wealthiest,  with 
household  income  averaging  around  $92,000.  The 
Detroit  dailies’  long  strike  helped  his  suburban 
dailies  make  inroads  with  readers  and  advertisers. 

Shepherd  has  leveraged  his  geographic  reach 
through  his  Gorilla  Newspaper  Network,  a  regional 
and  national  ad  sales  force,  which  coordinates  sales 
across  the  group.  The  network  will  account  for  about 
a  third  of  total  revenue  this  year. 

Other  publishers  now  let  21st  Century  do  their 
selling  for  them,  providing  additional  revenue.  The 
biggest  of  them  is  Lavonia,  Mich.-based  HomeTowTi 


Communications  Network  Inc.,  a  mostly  weekly 
group  serving  Michigan,  Kentucky,  and  Ohio. 

The  simplified  sales  approach  has  brought  in  new 
ad  dollars  for  HomeTown’s  Detroit-area  papers, 
HomeTown  President  Richard  Aginian  said.  “When 
you  make  it  easier  for  the  advertiser,  they’re  going 
to  buy  you.” 

Alarmed  about  the  sharp  falloff  in  help-w'anted  ad 
revenue  last  year.  Shepherd  has  lately  focused  on 
w'ays  to  make  up  the  difference  with  other  print 
products.  His  strategy,  in  sum,  is  “to  be  the  revenue 
gorilla  wherever  we’re  at.” 

To  that  end,  he  started  a  direct-mail  business 
after  partnership  talks  with  Advo  failed.  (“They  want¬ 
ed  too  much  of  a  bite,  and  too  high  a  rate,”  he  said.) 


And  his  purchase  of  The  Morning  Sun  in  Mount 
Pleasant  and  its  production  plant  this  year  will  enable 
21st  Century'  to  expand  into  commercial  printing. 

But  things  almost  went  quite  differently  for  Shep¬ 
herd.  Retired  as  president  of  Stauffer  Communica¬ 
tions  after  its  purchase  by  Morris  Communications 
Corp.  in  1994,  he  snapped  up  The  Oakland  Press  in 
Pontiac,  The  Daily  Tribune  in  Royal  Oak,  and  The 
Macomb  Daily  in  Mount  Clemens  three  years  later. 

But  in  1999,  his  wife,  Beth,  was  diagnosed  with 
breast  cancer.  Shepherd,  who  had  been  commuting 
260  miles  from  Detroit  to  home  in  Charlevoix,  put 
the  company  up  for  sale  so  he  could  devote  himself 
to  her.  “I  didn’t  know’  where  I  was  going.  All  I  knew 
was,  I  didn’t  want  the  [business]  responsibilitv-  any 
more,”  he  said. 

A  few  months  later,  however,  Beth  recovered,  and 
encouraged  him  to  take  the  company  off  the  market. 

Shepherd,  60,  thinks  the  experience  made  him 
more  humble,  and  probably  a  nicer  negotiator, 
“because  I  realize ...  I’m  no  more  important  than  the 
...  next  person."  Now’  there’s  a  quality  that  can't  hurt 
him  at  the  bidding  table.  11 


Frank  Shepherd  (left)  at  The  Oakland  Press  with  Publisher  Robert  J.  Hively 


lIBIURiESTO 

MTHEROD 

There  was  a  time 
when  folks 
flocked  to  the  local 
library  to  read  news¬ 
papers  from  other 
cities  —  usually 
secured  on  those 
awkward  wooden 
rods.  Then  along  came 
the  Web  and  many 
libraries  canceled 
their  subscriptions 
to  far-flung  print 
publications. 

Now,  tile  public 
library  in  Vancouver, 
British  Columbia,  is 
tryif^  a  more  reader- 
friendly  option;  a 
print-on-demand, 
sameday  newspaper 
service  offered  by 
NewspaperOirect  of 
.Richmond,  British 
Columbia.  Usii%  the 
Internet  aiKl  propri¬ 
etary  technology,  the 
"company  afliows  out- 
of-market  newspapers' 
to  be  laser-printed  in  . 
1 1 -by- 1 7-inch  ft)r- 
mats.  Vancouver  li¬ 
brary  patrons  can  get 
their  newspapers  in 
less  than  five  minutes 
after  they  request  it, 
NewspaperOirect  said. 

The  library  pays 
NewspaperOirect  a 
mon^ly  fee,  with  the 
cost  working  out  to 
about  $2.95  (Cana¬ 
dian)  a  newspaper. 

More  than  150 
newspapers,  including 
USA  Today,  The  Wall 
Street  Journal,  Los 
Angeles  Times,  The 
Washington  Post, 
and  The  Times  of  Lon¬ 
don  send  their  news¬ 
papers  electronically 
to  NewspaperOirect, 
which  redistributes 
them  via  printers. 

-  CARL  SULLIVAN 
.'  '-i  ^  ^ 
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and  sports  (60%) 
sites. 

OPA  also  cited 
examples  of  Web  sites 
driving  print  subscrip¬ 
tions.  Among  them, 
USAToday.com  is  the 
No.  2  source  for  new 
subscriptions  to  its 
print  mother  ship; 
washingtonpost.com 
is  the  fastest-growing 
source  of  new 
subs  to  The  Washing- ' 
ton  Post;  The  New 
York  Times  has  gener¬ 
ated  more  than 
58, (XK)  subscriptions 
from  its  Web  site  since 
September;  and 
Boston.com  generated 
nearly  9,000  new 
subs  to  The  Boston 
Globe  since  the  same 
month. 

-  CARL  SULLIVAN 

SAVING  4  BITS 
BY3BIVEBS 

The  Tribune- 

Review  in  Greens- 
burg.  Pa.,  which  built  . 
circulation  rapidly 
during  the  1990s 
using  deep  discounts, 
has  dropped  the  price 
of  its  Sunday  paper 
by  50  cents,  to  $1, 
following  a  2.22% 
drop  in  Sunday  circ, 
to  179,567,  in  the 
six  months  ended 
Sept.  30. 

The  change 
comes  as  the  paper 
celebrates  the  10th 
anniversary  of  its 
founding  by  conser¬ 
vative  activist  Richard 
Mellon  Scaife. 

The  rival  Pittsburgh 
Post-Gazette  did 
slightly  better  on 
Sunday,  reporting  a 
0.59%  loss  in  circ,  to 
406,930,  in  the  latest 
reporting  period. 

-  LUCIA  MOSES 
-J  r~1  Uy 
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Fur flies  over  advocacy  ad 


SHE  NEEDS  HER  FUR 


‘Neiman  Carcass’  line  neimancarcMSoe^ 
turns  off  some  papers 


BY  JOE  STRUPP 


WFund  for 

Animals,  a 

nonprofit  animal-rights 
group,  wanted  to  kick 
off  its  latest  campaign 
against  ftir  sales, 
organizers  decided  a 
fill! -page  ad  in  a  national 
newspaper  would  be  just 
the  ticket.  But  finding  a 
paper  to  publish  the 
message,  which  targeted 
retailer  Neiman  Marcus, 
proved  harder  than  they 
thought. 

“It  was  very  suqnis- 
ing,"  said  .Jennifer  Allen, 
program  coordinator 
for  the  New  York-based 
group,  which  asked 
seven  major  dailies 
about  running  the  ad, 
but  found  only  three 
that  would  take  it  as  is 
(a  fourth  accepted,  then 
rejected  it).  The  ad 
included  an  open  letter 
to  Neiman  Marcus 
asking  the  company  to 
stop  selling  fiir  and 
citing  the  “extreme  ani¬ 
mal  cnieltv  ”  that  comes 
from  fur  traps  and  ani¬ 
mal  breeding  practices. 

The  group  first 
approached  USA  Today, 
which  agreed  on  Nov.  22 
to  nm  the  ad  on  Nov.  29, 
according  to  Heidi 
Prescott,  the  fund’s 
national  director.  She 
.said  a  $116,479  check 
was  sent  to  the  Gannett 
Co.  Inc.  flagship,  but 
that  it  was  returned  after 
the  paper’s  executives 
changed  their  minds. 

“I  thought  that  was  ex¬ 
tremely  unprofessional,” 
Prescott  said.  “That  left 
us  scrambling.” 


Steven  Anderson,  ‘Neiman  Carcass’  in  the 

I ^SA  Today  director  of  title,  and  the  Morning 

communications,  Neu’s  would  not  take  the 

declined  to  comment  on  text,”  she  said, 
this  particular  case,  but  Meanwhile,  The  Wall 
said  the  paper  generally  Street  Jou  null,  the  Los 

reftises  ads  that  are  Angeles  Times,  and  The 

libelous  or  offensi\  e  Wash  i ngton  Post  each 

or  that  promote  agreed  to  accept  the  ad, 

something  illegal.  said  Prescott,  who  chose 

to  place  it  in  the 

“We  take  a  lot  Post,  where  it  ran 

of  ads  where  we  . 

never  questioned 

don’t  always  agree  the  ad,  and  they 

•  ■1  1  .  •  ‘jw  are  one  of  the  top 

with  what  IS  said. 

—  STEPHEN  HILLS  countiy  ,”  she  said. 
niE  Washington  Post  The  Journal,  the 
Morning  Neu's, 

After  the  US'i  Today  and  the  Globe  did  not 
affair,  fund  representa-  return  calls  seeking 
tives  approached  six  comment,  while  The 

other  newspapers.  The  Neu'  York  Times  issued  a 
Neu'  York  Times  reftised  short  statement  to  EisP 
the  ad,  while  The  Dallas  explaining  that  it  reftised 

Morning Neics  and  The  the  ad  because  “it  was 

Boston  Globe  were  will-  unfairly  disparaging  to 
ing  to  take  it,  but  with  Neiman  Marcus.” 
changes,  Prescott  said.  Stephen  Hills,  Post 

"The  Globe  did  not  want  president  and  general 


«2isra«nmr  co»ip«ss«Mi.siw„t»„s»«H, 


manager,  said  the  paper 
ran  the  ad  after  allowing 
its  legal  department  to 
review  it.  “We  take  a  lot 
of  ads  where  w'e  don’t 
always  agree  with  w'hat 
is  said,”  he  told  E^P. 
“We  don’t  feel  it  is  our 
place  to  make  that  judg¬ 
ment.”  Calling  Neiman 
Marcus  “a  large  and  val¬ 
ued  customer,”  Hills  said 
he  had  received  no  reac¬ 
tion  from  the  retailer. 

Jerrv'  Bluestein,  L.A. 
Times  advertising- 
standards  coordinator, 
said:  “We  like  advocaev' 
advertising.  Anti-ftir 
ads,  pro-fur  ads;  It 
contributes  to  the 
marketplace  of  ideas.”  11 


Taxing  questions  nag  Pulitzer  Inc. 

For  the  past  year,  Pulitzer  is  “moving  at  IF 

Inc.  has  stoutly  rejected  But  in  the  pri 

Internal  Revenue  Service  the  case,  he  add 
claims  that  it  owes  almost  $30  we  had  not  ded 

million  in  tax  on  the  $1.85-billion  associated  with 

spinoff  of  its  radio  and  TV  stations  we  could  deduc 

in  1999.  Now  Pulitzer  says  it  actually  filed  recently  w 

deserves  a  tax  refund  of  $8.1  million.  Exchange  Comi 

plus  interest.  it  had  filed  ame 

Pulitzer  says  the  March  1999  claiming  new  d 

acquisition  of  its  TV  and  radio  expenses  incun 

stations  by  Hearst-Argyle  Television  strategic  altem; 
Inc.  was  a  tax-free  spinoff.  The  IRS  transactions  pri 
says  it  hiked  1999’s  taxable  income  with  the  deal.  T 
by  $80.4  million  —  leaving  Pulitzer  response,  Silver 
with  a  federal  and  state  tax  bill  of  to  acknowledge 
about  $29.3  million.  That  dispute. 


Mi  I  said  Pulitzer  Chief 

iiitzcrinc. 

Alan  G.  Silverglat, 
is  “moving  at  IRS  speed.” 

But  in  the  process  of  researching 
the  case,  he  added,  “It  became  clear 
we  had  not  deducted  all  the  costs 
associated  with  the  tremsaction  that 
we  could  deduct.”  In  a  Form  10-Q 
filed  recently  with  the  Securities  and 
Exchange  Commission,  Pulitzer  said 
it  had  filed  amended  tax  returns 
claiming  new  deductions  for 
expenses  incurred  exploring  “several 
strategic  alternatives  and  potential 
transactions  prior”  to  going  ahead 
with  the  deal.  The  only  IRS 
response,  Silverglat  said,  has  been 
to  acknowledge  getting  the  claim. 

—  Mark  Fitzgerald 
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Shepherd  tends  to  bigger  flock 


Once  ready  to  quit  the  news  business, 
Michigan  owner  now  seeks  new  deals 


BY  LUCIA  MOSES 

Frank  H.  Shepherd  loveis  Michigan,  and 
the  feeling  seems  mutual.  He  launched  his 
21st  Centur\'  Newspapers  Inc.  in  1997  by 
buying  not  one  but  three  Detroit-area  dailies  in  one 
day.  One  of  the  few  active  private  buyers  in  a  year  of 
sparse  merger-and-acquisition  activit\’,  he  made  two 
more  purchases  for  about  $100  million  this  year. 

Shepherd’s  Pontiac-based  daily,  weekly,  and 
shopper  group  now  reaches  some  1.7  million  house¬ 
holds  each  week  and  70%  of  the  coun¬ 
ties  in  Michigan,  including  some  of 
the  state’s  richest.  Of  the  88  publica¬ 
tions,  four  are  dailies,  with  an  average 
weekday  circulation  of  145,000. 

He  expects  same-propert\’  revenue 
to  grow  in  the  low  single  digits  this 
year,  to  about  $200  million. 

Now  he’s  itching  to  do  more  deals 
—  and  not  just  in  Michigan.  “We’ll 
go  outside  the  state.  Absolutely,” 

Shepherd  said  during  a  recent  New 
York  visit  to  meet  with  his  backers, 

Goldman  Sachs  Capital  Partners  II 
and  Kelso  &  Co.  He’s  also  interested 
in  owning  TV  stations  in  his  print 
markets  when  federal  media  cross-  Shepherd 

ownership  are  changed,  probably  next  year,  and 
isn’t  ruling  out  an  eventual  merger. 

But  will  growth  come  so  easily  outside  Michigan? 
Once  he  leaves  his  existing  market,  the  odds  of 
bidding  successfully  on  a  daily  in  a  growth  market 
will  be  tougher. 

"The  hardest  is  to  leapfrog  into  another  market," 
admitted  Shepherd,  who’s  tried  to  buy  papers  as  far 
away  as  Florida  and  Massachusetts. 

For  now,  though,  Michigan  has  been  good  to 
Shepherd.  Oakland  County,  north  of  Detroit,  home 
to  tw'o  of  his  dailies,  is  the  state’s  wealthiest,  with 
household  income  averaging  around  $92,000.  The 
Detroit  dailies’  long  strike  helped  his  suburban 
dailies  make  inroads  with  readers  and  advertisers. 

Shepherd  has  leveraged  his  geographic  reach 
through  his  Gorilla  Newspaper  Netw  ork,  a  regional 
and  national  ad  sales  force,  wiiich  coordinates  sales 
across  the  group.  The  netw  ork  will  account  for  about 
a  third  of  total  revenue  this  year. 

Other  publishers  now  let  21st  Centurv'  do  their 
selling  for  them,  providing  additional  revenue.  The 
biggest  of  them  is  Lavonia,  Mich.-biused  HomeTowai 


Communications  Network  Inc.,  a  mostly  weekly 
group  serving  Michigan,  Kentucky,  and  Ohio. 

The  simplified  sales  approach  has  brought  in  new 
ad  dollars  for  HomeTovvn’s  Detroit-area  papers, 
HomeTowm  President  Richard  Aginian  said.  "When 
you  make  it  easier  for  the  advertiser,  they're  going 
to  buy  you.” 

Alarmed  about  the  sharp  falloff  in  help-wanted  ad 
revenue  last  year.  Shepherd  has  lately  focused  on 
ways  to  make  up  the  difference  with  other  print 
products.  His  strategv,  in  sum,  is  "to  be  the  revenue 
gorilla  w  herever  we’re  at.” 

To  that  end,  he  started  a  direct-mail  business 
after  partnership  talks  with  Advo  failed.  ("They  want¬ 
ed  too  much  of  a  bite,  and  too  high  a  rate,”  he  said.) 


(left)  at  The  Oakland  Press  with  Publisher  Robert  J.  Hively 


And  his  purchase  of  The  Morning  Sun  in  Mount 
Pleasant  and  its  production  plant  this  v  ear  will  enable 
21st  Centuiy  to  expand  into  commercial  printing. 

But  things  almost  went  quite  dift’erently  for  Shep¬ 
herd.  Retired  as  president  of  Stauffer  Communica¬ 
tions  after  its  purchase  by  Morris  Communications 
Coqi.  in  1994,  he  snapped  up  The  Oakland  Press  in 
Pontiac,  The  Daily  Tribune  in  Royal  Oak,  and  The 
Maeomb  Daily  in  Mount  Clemens  three  years  later. 

But  in  1999,  his  wife,  Beth,  was  diagnosed  with 
breast  cancer.  Shepherd,  who  had  been  commuting 
260  miles  from  Detroit  to  home  in  Charlevoix,  put 
the  company  up  for  sale  so  he  could  devote  himself 
to  her.  "I  didn't  know  where  I  was  going.  All  1  knew 
Wcus,  I  didn't  want  the  [business]  responsibilitv'  any 
more,"  he  said. 

A  few  months  later,  however.  Beth  recovered,  and 
encouraged  him  to  take  the  company  off  the  market. 

Shepherd,  60,  thinks  the  experience  made  him 
more  humble,  and  probably  a  nicer  negotiator, 
"because  I  realize ...  I'm  no  more  important  than  the 
...  nexl  person."  Now  there's  a  qualitv  that  can't  hurt 
him  at  the  bidding  table.  H 


UBRARIESTO 


There  was  a  time 
when  folks 
flocked  to  the  local 
library  to  read  news¬ 
papers  from  other 
cities  —  usually 
secured  on  those 
awkward  wooden 
rods.  Then  along  came 
the  Web  and  many 
libraries  canceled 
their  subscriptions 
to  far-flung  print 
publications. 

Now,  the  public 
library  in  Vancouver, 
British  Columbia,  is 
trying  a  more  reader- 
friendly  option:  a 
print-on-demand, 
same-day  newspaper 
service  offered  by 
NewspaperOirect  of 
,  Richmond,  British 
Columbia.  Using  the 
Internet  and  pn^- 
etary  technology,  the 
company  allows  out- 
of-market  newspapers 
to  be  laser-printed  in  . 
ll-by-17-inch  for¬ 
mats.  Vancouver  li¬ 
brary  patrons  can  get 
their  newspapers  in 
less  than  five  minutes 
after  they  request  it, 
NewspaperOirect  said. 

The  library  pays 
NewspaperOirect  a 
monthly  fee,  with  the 
cost  working  out  to 
about  $2.95  (Cana¬ 
dian)  a  newspaper. 

More  than  150 
newspapers,  including 
US/I  Today,  The  Wall 
Street  Journal,  Los 
Angeles  Times,  The 
Washington  Post, 
and  The  Times  of  Lon¬ 
don  send  their  news¬ 
papers  electronically 
to  NewspaperOirect, 
which  redistributes 
them  via  printers. 

-  CARL  SULLIVAN 
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from  assistant  treasurer  and  director 
of  treasury  services. 


GEORGIA 

James  D.  Healy  to  executive  editor  of  the 
Statesboro  Herald  from  metro  editor 
of  The  Times  in  Gainesville. 


NEW  YORK 

Pablo  GiUSSani  to  Latin  American  editor 
for  The  Associated  Press  in  New  York 
from  editor  on  the  international  desk. 
Giussani  succeeds  Jose  Abreu,  who  retired. 
Jesse  Gamier  to  art  director  of  the  graphics 
department  from  creative  director  of  Web 
services  for  AP  Graphics.  ^ 


NEWSPEOPLE®  EDITORANDPUBLISHER.COM 

IDAHO 

Roger  Plothow 

Roger  Plothow,  44,  vice  president  and 
general  manager  of  the  Post  Register  in 
Idaho  Falls,  has  been  named  editor  and 
publisher.  He  had  been  serving  as  acting 
publisher  since  March,  when  Jerry  Brady 
took  a  paid  leave  to  run  for  governor  of 
Idaho.  Democrat  Brady,  who  lost  to  the 
Republican  incumbent,  remains  chairman  and  president  of  the 
parent  Post  Co.  Plothow,  executive  editor  of  the  Post  Register 
from  1990  to  1993,  rejoined  the  paper  in  1998  after  serving  five 
years  as  CEO  and  publisher  of  The  Spectrum  in  St.  George,  Utah. 


BY  JAMIE  SANTO 


Susan  J.  Deluca  to  vice  president  for 
human  resources  at  the  New  York  Times 
Co.’s  Regional  Newspaper  Group  from 
director  of  organization  and  executive 
development,  effective  Jan.  8. 


Lydia  Reynolds  to  vice  president  of  strategic 
planning  at  The  New  York  Times  from 
executive  director  of  strategic  planning. 


OHIO 

Gary  Merrell  to  Southeast  Ohio  group 
publisher  for  the  Cincinnati-based  Brown 
Publishing  Co.  from  vice  president  of 
advertising  at  The  Columbus  Dispatch. 
Merrell,  who  will  be  based  in  Athens, 
succeeds  Fred  Weber,  who  remains 
publisher  of  The  Athens  Messenger. 


assistant  circulation  manager. 


ARKANSAS 

James  Parker  to  advertising  director  at  the 
Pine  Bluff  Commercial  from  circulation 
manager. 

Scott  Melton  to  circulation  manager  from 


CALIFORNIA 

Elaine  Lintecum  to  treasurer  of  the 

Sacramento-based  McClatchy  Co. 


OKLAHOMA 
Jeff  L.  Funk  to  publisher  of  the  Enid 
News  £5?  Eagle  from  executive  editor  and 
general  manager.  Funk  succeeds  Gloria 
Fletcher,  who  remains  vice  president  and 
Oklahoma  division  manager  for  parent 
Community  Newspaper  Holdings  Inc. 


We  Specialize  in  assisting  owners 
in  exploring  and  negotiating  the  sale 
oftheir  daily  newspapers  or 
non-daily  newspaper  groups. 


ALABAMA 

to  publisher  of 
the  Opelika- 
Auburn  News  in 
Opelika  from  associate  pub¬ 
lisher  of  the  Fulton  County 
Daily  Report  in  Atlanta.  Rainey 
succeeds  Roger  Underwood, 
now  publisher  of  the  Jackson 
County  Floridian  in  Marianna. 


Lee  E.  Dirks  Owen  Van  Essen  Philip  VAurrav 


,Pirks,  Van  Essen  &  Murray  Fax:  505.820.2900 
119 E.  Marcy Street,  Suite  1 00  E-mail:  info@dirksvanessen.com 
Santa  Fe,  New  Mexico  87501  www.dirksvanessen.com 
Tel;  505.820.2700 
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industry:  Get  editor  &  Publisher 
in  print  and  online.  It's  your 
inside  source  for  everything 
that's  happening  from  an  edito* 
rial,  financial,  legal,  marketing 
and  technology  perspective. 

IN  ADDITION  TO  YOUR  WEEKLY 
PRINTED  ISSUES,  YOU'LL  RECEIVE: 

•  ]  2  months  of  exclusive  online  access  to  editorandpublisher.com 

•  Full  internet  access  to  current  and  archived  articles  in  E&P,  with 
no  additional  fees. 

•  E&P's  Weekly  Online  Newsletter  focusing  on  career  management. 

•  E&P  classifieds,  which  are  updated  for  you  daily. 

Get  the  information  you  need  to  get  ahead.  Start 
your  combined  print  and  online  subscription  today! 
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Criminal-libel  laws,  enacted  to  forestall  Frontier  Era  duels, 
are  destined  for  Boot  Hill  in  Utah,  but  enforced  in  Kansas 

Two  COURT  DECISIONS  LAST  Ian  M.  Lake  was  16  when  he  was 

month  illustrate  just  how  arrested  by  officers  of  the  Beaver  County 

capricious  criminal-libel  law  Sheriff  s  Department  in  Utah  because  he 
remains  in  these  United  States,  posted  a  Web  site  full  of  truly  iuvenile 


Two  COURT  DECISIONS  LAST 
month  illustrate  just  how 
capricious  criminal-libel  law 
remains  in  these  United  States, 
more  than  100  years  after  the  statutes 
were  adopted  as  more-peaceable  alter¬ 
natives  to  settling  insults  than  dueling. 

In  Wyandotte  County  District  Court  in 
Kansas,  a  judge  on  Nov.  27  upheld  this 
summer’s  jury  verdict  of  seven  counts  of 
misdemeanor  criminal  libel  against  the 
co-publisher  and  the  editor  of  a  monthly 
political  scandal  sheet,  The  New  Oh^erver. 
Co-publisher  David  W. 

Carson,  86,  and  Editor  CrilTlil 

Edward  H.  Powers  Jr.,  61,  ,  , 

both  were  fined  $3,500  13.VV  IS  c 

and  placed  on  one  year  of  wllOSC 
unsupervised  probation. 

All  but  $700  of  the  fines  CRITIC  3 

was  suspended.  „  ^ 

In  Salt  Lake  City  on  ^  ' 

Nov.  15,  the  Utah  Supreme  tilTlC  RJ 
Court  unanimously  struck 
down  the  state’s  criminal-libel  law  as 
being  unconstitutional  on  its  face.  Among 
other  defects,  justices  noted,  the  Utah 
statute  ignored  numerous  U.S.  Supreme 
Court  rulings  that  libel  laws  must  include 
provisions  for  the  so-called  “actual  malice’ 
standard  in  cases  involving  public  figures 
or  issues  of  public  interest. 

The  prosecution  of  both  cases  was  as 
capricious  as  their  outcomes. 

In  Kansas,  the  charges  were  initially 
filed  by  a  prosecutor  who  was  a  frequent 
target  of  The  New  Obsercer  tabloid.  In 
Utah,  ftill-blown  criminal-libel  charges 
were  filed  even  though  a  few  weeks  of 
being  grounded  might  have  been  a  more 
appropriate  punishment  for  the  high- 
school-age  defendant. 


CrimiriRl-libel 
Irvv  is  Rn  idcR 
whose  time 
cRme  Rnd  went 
R  very  long 
time  Rgo. 


Ian  M.  Lake  was  16  when  he  was 
arrested  by  officers  of  the  Beaver  County 
Sheriff  s  Department  in  Utah  because  he 
posted  a  Web  site  full  of  truly  juvenile 
rantings  about  his  high  school:  The  prin¬ 
cipal  is  the  “town  drunk”;  this  teacher  is  a 
“possible  homosexual”;  that  stuck-up 
cheerleader  is  a  “slut.”  You  get  the  idea. 

Lake  didn’t  bother  to  claim  any  of  his 
screeds  were  particularly  truthful  or  that 
he  had  any  free-speech  motive  other 
than,  as  he  told  police,  “just  messing 
around  with”  people  he  “hated.” 

Yet,  Lake  is  walking, 

l-libel  while  Carson  and  Powers 

,  j  must  now  incur  the 

1 Q6R  expenses  of  an  appeal. 

jyi0  The  results  are  all  the 

more  infuriating  because 
a  went  The  Neu'  Observer  duo 

„  0  were  clearly  exercising 

®  political  speech  about  a 

,  public  figure  —  precisely 

the  right  the  First 

Amendment  was  designed  to  protect. 
Their  “crime”  was  alleging,  incorrectly  as  it 
turned  out,  that  one  of  their  many  political 
enemies,  Wyandotte  County  Unified 
Government  Mayor  Carol  Marinovich, 
actually  lived  in  a  tony  suburb  and  not  in 
the  county  as  required  by  law.  Their  rather 
churlish  correction  in  the  paper’s  next 
issue  apparently  only  whetted  the  appetite 
of  the  prosecutor  for  criminal  charges. 

So  it  goes  with  criminal-libel  laws, 
which  remain  on  the  books  in  24  states: 
Caprice  is  the  only  constant.  Rarely 
prosecuted,  and  then  usually  for  suspect 
reasons,  criminal-libel  statutes  no  longer 
protect  offended  honor  —  they  dishonor 
our  nation’s  bedrock  principles  of  free 
speech  and  free  press. 
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At  Newsplex,  the  new  techie  testing  ground 
in  South  Carolina,  the  media-convergence 
push  (finally)  comes  to  shove 

BY  MEG  CAMPBELL 

The  mad  scientists  of  media  have  a  new  laboratory 
in  which  to  conduct  their  experiments.  Newsplex,  Ifra’s 
newsroom  of  the  future,  opened  for  business  last  month  at 
the  University  of  South  Carolina  (USC),  and  is  already  book¬ 
ing  time  for  training,  research,  and  education.  The  goal:  to  give  the 
newspaper  industry  the  push  it  needs  to  truly  converge. 

In  the  next-generation  newsroom,  reporters  float  with  laptop 
computers  on  wireless  networks  while  conversing  with  sources  and 
colleagues  via  tiny  mics  and  ear  buds.  Books  and  equipment  are  moved 
around  and  out  of  the  facility,  tracked  by  sensors.  Furniture  is  pushed 

about  the  large,  open  space  as  news  gather-  :  during  Ifra’s  Third  International  Summit  on 
ers  work  in  groups  or  alone  to  decide  how  ’  Newsrooms,  “Defining  Convergence,”  in 

best  to  report  and  present  a  storj'.  While  a  i  Columbia,  S.C.  There,  media  executives  from 
news-flow  manager  tracks  the  day’s  events  around  the  world  debated  the  meaning,  the 

on  an  audiovisual  wall,  the  news  resourcer  impact,  and  the  process  of  converging  their 

routes  live  information  and  research  to  re-  ,  newsroom  spaces  (and  employees)  —  and 
porters  and  editors.  For  production  work  (or  got  a  first  look  at  one  possible  answer, 

simply  a  little  quiet  time),  reporters  go  to  the  j  In  fact,  the  $2-million  facility  is  itself  an 
“docks,”  insulated  cubicles  well-equipped  for  example  of  convergence.  Brainchild  of  the 

producing  Web,  audio,  and  video  content.  worldwide  media  association  Ifra,  its  backers 

Welcome  to  the  work  world  according  to  ;  include  international  and  national  media 

Newsplex,  a  newsroom  “simulator”  designed  j  corporations  as  well  as  two  publishing- 
to  show  editorial  teams  how  to  deal  with  an  i  systems  vendors.  It  belongs  to  USC’s  College 
issue  dogging  the  industry:  using  new  tech-  of  Mass  Communications  and  Information 

nology  and  work  flows  to  gather  and  prepare  Studies,  where  the  dean  is  former  CNN 
content  in  a  convergent  manner  for  print,  correspondent  Charles  Bierbauer,  and  it’s 

broadcast,  Web,  and  wireless  distribution.  housed  by  South  Carolina  Educational  TV. 

With  its  directors  scrambling  until  the  last  Newsplex  is  designed  to  be  a  lab  and  demo 
seconds  to  get  everything  ready,  the  micro  space  for  cutting-edge  technologies,  a  train- 
newsroom  was  inaugurated  Nov.  13-14  ing  ground  for  media  professionals,  and  a 
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Kerry  Northnip  (left), 
executive  director 
of  the  Newspiex,  and 
Charles  Bierbauer, 
dean  of  the  University 
of  South  Carolina’s 
College  of  Mass  ; 
Communications  and  ;  i 

InfomatkM  Studies  '  i 

'  '  ~  :  » 
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teaching  tool.  “It’s  where  the 
future  of  journalism  and  news 
technology  intersect,”  declares 
Kerry  Northrup,  quoting  the 
slogan  of  Newsplex,  where  he 
is  executive  director.  It  is 
nonprofit,  although  training 
sessions  have  been  priced  to 
help  lira  recoup  some  of  the 
$500,000  it  has  invested  and 
to  pay  operating  expenses  and 
the  incorporation  of  new  tech¬ 
nologies.  (Directorate  mem¬ 
bers  pay  discounted  rates.) 

“Multimedia  publishing  is 
a  must,  it  is  an  unstoppable 
process,  and  newspap)ers  have 
lost  time  already,”  says  lira 
CEO  Reiner  Mittelbach. 


La  Cucaracha 
Comic  Strip 
with  Latino  Cast 
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-FEATURES  AVAILABLE- 


ASTROLOGY 


LOOKING  FOR  A  CLEAR-HEADED,  practi-  I 
cal  and  philosophical  astrology  column? 
Planet  Waves  by  Eric  Francis,  seven  years  ; 
running.  (206)  5674455. 

_ MOVIE  REVIEWS _ 

MOVIE  CHOICES  FOR  KIDS  I 

Weekly  column  attracts  families.  ' 

Email:  moviechoices@cs.com  or  rail 
Jean  Joachim  (212)  799-6416  for  samples. 

MOVIE  REVIEWS  with  photos.  Video  Guide, 
Star  Interviews,  Book  &  Music  Reviews. 

Low  weekly  rates.  Cineman  Syndicate:  I 

(914)  967-5353  cineman@frontiernet.net 


PUZZLE  FEATURES  SYNDICATE 

The  Finest  in  Daily  and  Sunday  Crosswords 
Call  (800)  2924308/(909)  929-1169 


-ANNOUNCEMENTS- 


_ EDUCATION _ 

WORLD  JOURNALISM  INSTITUTE 

Are  you  interested  in  being  a  Christian  jour¬ 
nalist?  The  World  Journalism  Institute  has  a 
number  of  journalism  courses  scheduled 
throughout  the  year  in  New  York  City,  Wash¬ 
ington,  DC,  Los  Angeles  and  Asheville,  NC. 
Academic  credit  is  available.  Check  us  out  at 
www.woridji.com  We  may  be  right  for  you. 

NEWSPAPER  APPRAISERS 

APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356 

WHATS  YOUR  PAPER  WORTH?? 

Free  Confidential  Valuation  at 
www.mediamergers.com 
W.B.  Grimes  &  Co.,  (301)  253-5016 
America’s  leading  appraisers  -  Est.  1959 

NEWSPAPER  BROKERS 

GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Appraisals,  Sales,  Acquisitions,  Mergers 
(661)  833-3834,  Fax  (661)  833-3845 
www.media-broker.com 
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-ANNOUNCEMENTS- 


NEWSPAPER  BROKERS 


America's  Leading  Brokers  -  Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)  253-5016 
Wren  Barnett.  South  (828)  749-6397 
Doug  Hebbard,  Midwest 
(847)  356-7675 
John  Szefc,  Northeast 
(845)  291-7367 

Stephen  Klinger,  Southwest/West 
(505)  524-0122 

Bill  Eubank,  Southwest/South/Plains 
(832)  594-8263 
www.mediamergers.com 

BOLITHO  MEDIA  SERVICE 
THOMAS  C.  BOLITHO 

“A  tradition  of  service  to 
community  newspapers” 

(580)  421-9600 
P.O.  Box  1985,  Ada,  OK  74821 
www.bolitho.com 

C.  BERKY&  ASSOCIATES.  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)3684352 
123  NW  13th  St.,  Suite  214-7 
Boca  Raton,  FL  33432 

DORMAN  E.  CORDELL 

Specialty  Enterprises,  Inc. 

13240  Peyton  Drive,  Dallas,  TX  75240 
(972)  960TD096,  Fax,  (972)  774-1188 
email:  dcordell@swbell.net 

MEDIA  AMERICA  BROKERS 

The  Pinnacle,  Suite  500 
3455  Peachtree  Road,  NE 
Atlanta,  GA  30326-3236 
(404)  995-7088  Fax  (404)  995-7089 

Lon  W.  Williams 


NEWSPAPER  BROKERS 

Leader  in  Sale 
of  Community  K..  * 

Newspapers  R’ic  a 

tmr  references 

(214)  265-9.MM» 
Kickvnhiichcr  IVIeclia 


NEWSPAPER  APPRAISERS 


-EQUIPMENTS  SUPPLIES- 


Brokers  and  appraisers  for  79  years 

Thousands  of  papers  sold  and  appraised  since  1923 
Confidendal  appraisals  for  estate,  ESOP,  bank,  stock,  assets. 

John  (  rihh  •  Jim  Hicks  'WnTB 

Tom  Karavakis  •  (iary  Cireene  ®  1'^  I  1^  1^ 

- - ^  &  associates 

^  Putilication  B'OkeMge  &  Appraisjl 

104  East  Main,  Suite  402,  Bozeman,  MT  59715  •  (406)  586-6621  •  FAX  406-586-6774 


NEWSPAPER  BROKERS 


MICHAEL  D.  LINDSEY 

www.publicationsforsale.com 
(307)  772-0003,  Fax  (307)  772-0004 

NEWSPAPERS  FOR  SALE 

EAST  TEXAS  WEEKLY,  growing  area, 
large  beautiful  lake,  larger  towns  nearby, 
metro  two  hours  away.  Bill  Berger,  Associ¬ 
ated  Texas  Newspapers,  (512)  476-3950, 
1801  Exposition,  Austin,  TX  78703. 

For  a  list  of  Properties,  for  sale  go  to 
www.mediamergers.com 
W.B.  Grimes  &  Co.-  Est.  1959 

ONCE-IN-LIFETIME  opportunity.  Estab¬ 
lished  weekly  with  big  potential  in  Idaho 
mountains  near  new  ski  resort. 
greatweekly@yahoo.com 

SKIING  AT  ITS  BEST.  Welf  established, 
profitable,  glossy  magazine  serving  leading 
Western  ski  resort.  Red  Hot  market.  Very 
upscale.  Strong  upside  potential.  Mike 
Kreiter,  W.B.  Grimes  Co..  (913)  8974790. 

NEWSPAPERS  WANTED 

WANTED  TO  PURCHASE:  Smalltown 
newspapers  with  paid  circulation  4,000  or 
above  by  award-winning  non-public  group 
that  will  treat  your  employees  and  your 
community  as  well  as  you  have  done. 

Box  2036,  Editor  &  Publisher 
/  70  Broadway,  7th  FI,  NY,  NY  10003 

PUBLICATIONS  FOR  SALE 

SMALL  66- YEAR  FRUIT  publication, 
24-32  pages,  1 1  times  a  year. 

Loyal  subscribers/advertisers. 

Box  3149  Editor  &  Publisher  Classified 
770  Broadway  7th  Floor 
New  York,  NY  10003 


EQUIPMENT  FOR  SALE 

FOR  SALE;  URBANITE  folder/100  HP 
drive/motor  $31,000  (w  UPPER  FORMER 
$44,000)  John  Newman  (913)  6484195 

EQUIP./SUPPLIF,S  WANTED 

YOUNG  PUBLISHER  WILL  move  press 
Looking  for  8  unit  4  color  web.  Please  call 
(813)  842-3213. 

MAILROOM 


BUY/SELL,^ALL  MAILROOM  EQUIPMENT 

Muller  Martini/Rima/Quipp 
Harris/Heidelberg/Hall 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax:  (256)  997-9656 

NEWSTEC,  INC 

Specializing  in  Inserters  and 
Post  Press  Controls  -  •  Installation 
•  Spare  Parts  •  Buy/Sell  used  Inserters 
Terry  Connors,  Vice  President  of  Sales 
Phone:  (508)  850-7945 
Fax:  (508)  8507951 
tconn3317@aol.com 


NEWSRACKS 


Cal  Now  (800)  243*3999 
Fax  (818)  764-5372 

NATIONAL  NEWSVEND 

7324  Greenbush  Aveniie 
NH,  CA,  91605 


CURRENTLY  AVAIUBLE  FROM  INUND 

•  4  Unit  GOSS  METRO  OFFSET  22  3/4” 
cut-off  with  a  13-side  half  deck  and  5-unit 
press  with  a  10  and  13  side  half  deck. 

•Add-on  1000  series  GOSS  URBANITE 
units. 

•  8-unit  GOSS  SSC  press  -  well 
maintained  and  in  good  condition. 

•  8-unit  GOSS  COMMUNITY  new  75HP 
drive  in  '98. 

•  1 2-unit/2-folder  ATLAS  press  in  good 
mechanical  condition. 

•  8-unit  WEB  LEADER  with  2  stacked  posi¬ 
tion  units. 

•HARRIS  VISA  &  Vise,  NEWS  KING, 
and  WEB  LEADER  equipment. 

Inland  Newspaper  Machinery  Corp. 
P.O.  Box  15999,  Lenexa,  KS  66285 
(913)  492-9050  •  Fax  (913)  492-6217 
www.inlandnews.com 

MOST  EXTENSIVE  SELECTION  OF 

USED  NEWSPAPER  PRESSES 
ON  THE  INTERNET  AT 
www.webpresses.com 

PRESSES 

•  Goss  3:2  Folders  23  9/10”,  22  3/4”, 

22”,  21  1/2",  21” 

•  New  or  Rebuild  Goss  R.T.P.  42”  -i-  45” 

•  Goss  Y  columns  all  sizes 

•  Goss  Metro  Units 

•  Goss  Metro  Half  desks 

•  Goss  Cosmo  Units 

•  Metro  1 3  sized  colored  deck 

Northeast  Industries,  Inc. 

Tel:  (800)  821-6257 
Fax:  (323)  256-7607 


-INDUSTRY  SERVICES- 


CIRCUIATION  SERVICFJS 


Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
Cutting-Edge  Technology 
Horace  Southward/Enc  Southward 
(800)  950-8475 
www.metro-news.com 

WESTPARK  DIRECT 
Intelligent  Circulation  Marketing 

www.westparkdirect.com 
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-HELP  WANTED- 


-INDUSTRY  SERVICES- 


CIRCULATION  SERVICES 


CIRCULATION  III  PROMOTIONS.  INC. 

Your  telemarketing  partner  into  the  21st 
century!  Bob  Price:  (949)  760-3939 
Circulationiii.com 

CIRCULATION  SERVICES,  INC  Customer 
Service  Overflow  Support  Never 
Drop  A  Customer  Call  Again  -  Route 
Them  To  Us!  We  have  120  web  enabled 
agents  ready  to  help  your  customers.  A 
must-have  for  emergencies,  after-hours  and 
weekends.  Costs  based  solely  on  customer 
demand.  Call  Andy  Orr  at  (970)  493-0470 
ext.  109  for  more  information. 

HEADLINE  PROMOTIONS,  INC. 

Cold-Calling  Specialists. 
Programs  Include: 

•  Starts  •Stop-Saver  •  Verification 

(800)  260-9923 
Dennis  McQuillan 


LEVIS 

ALL  YOU  NEED  TO  KNOW 
ABOUT  NEWSPAPER 
TELEMARKETING 

Starts/NIE  Fundraising/Stop  Saver 
(800)  884-9511 
Email:  thelevisco@aol.com 


MARKETING  PLUS  INC. 

Telemarketing  specialists  in  circulation  i 

development.  Custom  programs  for  any  i 

size  publication.  State  of  the  art  i 
predictive  dialer.  We  have  many  years  of  ] 
experience  delivering  Quality  plus 
Quantity  sales!  Phone:  (732)  738-5100  j 

FAX:  (732)  738-5115  ' 

E-mail;  mpi@marketingplusinc.com 
www.marketingplusinc.com 
Member  of  the  USA  Chambers  of  Commerce 


PRO  STARTS 

PROFESSIONALTELEMARKETING  SERVICES 
FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  776-6397 

WWW.PROSTARTS.COM 


COMPUTER  SOFTWARE 


SOFTWARE  for  AR,  classifieds 
scheduling  &  circulation.  Fake  Brains 

(303)  791-3301  www.fakebrains.com 


GRAPHIC  DESIGN  SERVICES 


DAiLY  NEWS  GRAPHICS  provides  fast, 
reliable,  customized  graphics  for  your 
newspaper  at  incredible  savings.  Visit  us  at 
www.dailynewsgraphics.com. 


PRESSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams?  Unsafe 
floors,  catwalks  and  ladderways?  Dirty 
handling  systems,  duct  work? 

Daily  Service  (Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION 
40  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)657-2110 


ACADEMIC 


ASSISTANT  PROFESSOR  OF  EDITING 
!  E.W.  Scripps  School  of  Journalism 
Ohio  University 

I  The  E.W.  Scripps  School  of  Journalism  is  of- 
*  faring  a  tenure-track  position  in  print 
editing.  The  strongest  candidate  will  teach 
in  one  or  more  of  the  following  areas:  news 
editing,  magazine  editing,  online  editing,  or 
graphics.  Other  desirable  teaching  areas  in¬ 
clude  media  and  cyber  law,  media  manage¬ 
ment,  computer-assisted  reporting  and  spe- 
1  cialized  reporting  (business,  science,  inves- 
1  tigative,  sports,  etc.).  He  or  she  should  be 
j  able  to  contribute  to  the  graduate  program. 

1  A  Ph.D.  with  professional  experience  is  pre- 
j  ferred;  a  Master’s  degree  with  extensive 
professional  experience  is  required.  Aca- 
!  demic  research  and/or  creative  activity  will 
'  be  necessary  for  tenure  and  promotion.  The 
School  offers  instruction  in  six  sequences 
(advertising,  broadcast,  magazine, 
news-editorial,  online,  and  public  relations) 
and  confers  Bachelor’s,  Master’s  and  doc¬ 
toral  degrees.  For  more  information  on  the 
School,  visit  http://www,scrippsjschool.org. 
Review  of  applicants  will  begin  February  1. 

I  Send  letter  of  application,  curriculum 
j  vitae/resume,  and  names,  addresses  and 
I  phone  numbers  of  three  references  to: 

Search  Committee 

Assistant  Professor  of  Editing  Position 
E.W.  Scripps  School  of  Journalism 
Ohio  University 
Athens,  OH  45701-2979 
Phone  (740)  593-2503  Fax  (740)  593-2592 
E-mail:  kittlen@ohio.edu 


ASSISTANT  PROFESSOR  OF  JOURNALISM 
Wagner  College,  a  private  liberal  arts  college  | 
in  New  York  City,  is  expanding  its  print  I 
journalism  minor.  We  seek  an  experienced 
and  professionally  respected  journalist  to 
join  the  Department  of  Languages  and  Liter¬ 
ature  as  a  tenure-track  assistant  professor, 
beginning  August  2003. 

The  ideal  candidate  will  have  a  minimum  of 
five  years’  experience  in  a  newsroom  as  a 
I  full-time  reporter  or  editor  and  an  M.A.  in  j 
I  journalism,  and  teaching  experience  at  the 
j  college  level.  Graduate  training  in  an  aca- 
,  demic  field  such  as  literature,  history,  or  ! 
the  sciences  is  also  desirable.  Responsibili-  I 
ties  will  include  teaching  introductory  and  | 
I  upper  level  journalism  courses.  In  addition,  I 
I  the  candidate  will  advise  the  student  news-  | 
;  paper  and  field  internships  in  the  capstone  i 
I  course  for  senior  English  majors.  Must  have  j 
a  broad  liberal  arts  background, 
i  Overlooking  New  York  Harbor,  our  108-acre 
j  wooded  campus  is  a  ferry  ride  from  Man- 
;  hattan.  Founded  in  1886,  Wagner  has  been 
widely  recognized  for  its  innovative  under¬ 
graduate  curriculum  in  the  “Practical  Liberal 
I  Arts”.  The  1,750  undergraduate  students 
I  and  400  graduate  students  come  from  33 
I  states  and  27  countries, 
j  Send  cover  letter,  curriculum  vitae,  statement 
j  of  teaching  approach,  three  letters  of 
!  reference  and  a  portfolio  reflecting 
1  reporting  and  editing  work,  to  Dr.  Anne 
]  Schotter,  Chair,  Department  of  Languages 
and  Literature,  Wagner  College,  One  Campus 
Road,  Staten  Island,  NY  10301.  Deadline  is 
January  10. 


ACADEMIC 


FACULTY  MEMBER  IN  VISUAL  JOURNALISM 
The  Poynter  Institute  for  Media  Studies 
seeks  a  full-time  faculty  member  to  teach 
visual  journalism.  Teaching  assignments  will 
Include  page  design,  typography,  color  and 
contrast  and  visual  storytelling.  Candidates 
should  indicate  a  secondary  teaching  interest 
as  well,  preferably  in  online  design, 
broadcast  visuals  or  technology  software. 
Successful  candidates  must  demonstrate  a 
capacity  to  serve,  conduct  research  and 
write  about  their  area.  The  salary  is  negotia¬ 
ble.  Candidates  must  demonstrate  excellent 
industry  service  and  be  willing  to  relocate 
I  to  St.  Petersburg,  Florida.  The  Poynter  Insti¬ 
tute  for  Media  Studies  offers  over  50  semi¬ 
nars  a  year,  serving  several  hundred  students 
in  a  year  in  five  areas:  Visual  Journalism, 
Broadcast  and  Online  Producing,  Reporting, 
Writing  and  Editing,  Ethics  and  Diversity,  and 
Leadership  and  Management.  Qualifications: 
Bachelor’s  degree  required;  Master’s  or  other 
advanced  degree  preferred.  Skills  in  visual 
journalism,  typography,  page  design  and  digi¬ 
tal  imaging  are  required.  Substantial  profes¬ 
sional  experience  in  journalism,  design  and 
teamwork  is  preferred.  Professional  experi¬ 
ence  in  one  area  with  evidence  of  willingness 
to  collaborate  and  cross-train  in  another  area 
is  essential.  Teaching  experience  desired. 
Finalists  for  the  position  will  be  required  to 
submit  a  portfolio  of  original  work,  a  state¬ 
ment  of  teaching  needs  in  the  industry  and 
summaries  of  eight  to  10  seminar  sessions 
that  could  be  taught  either  by  the  candidate 
or  another  Poynter  faculty  member.  To  apply, 
submit  letter  of  application,  curriculum 
vitae  or  resume,  and  three  letters  of  recom¬ 
mendation  to: 

Colleen  Tilbe,  Human  Resources  Manager 
The  Poynter  Institute 
801  Third  Street  South 
St.  Petersburg,  FL  33701 
E-mail  ctilbe@poynter.org  for  more  informa¬ 
tion.  The  Poynter  Institute  is  committed  to 
diversity  and  equality  in  education  and 
employment. 


ACCOUNTING 


BILLING  MANAGER 

The  Atlanta  Journal-Constitution,  located  in 
Atlanta,  Georgia,  is  seeking  a  Billing  Manager 
for  our  Circulation  Accounting  Department. 
The  position  includes  management  of 
the  weekly  and  monthly  billing  process  for 
single  copy  and  home  delivery.  Will  also  be 
responsible  for  directing  collection  efforts 
in  single  copy  vendor  sales.  Will  manage  a 
staff  of  13,  which  includes  directing, 
training,  evaluating,  interviewing,  hiring,  etc. 
Ideal  candidate  will  possess  a  Bachelor’s 
degree  in  Accounting,  CPA  preferred,  and 
have  a  minimum  of  5  years  management 
experience.  Industry  and  DISCUS  experi¬ 
ence  a  SIGNIFICANT  plus.  The  Atlanta  Jour¬ 
nal-Constitution  is  owned  by  Cox  Communi¬ 
cations  and  is  an  equal  opportunity  employer. 
We  offer  excellent  benefits.  Please 
E-mail  your  resume  to:  sjackson@ajc.com 
and  include  a  cover  letter. 


ADMINISTRATIVE 


GENERAL  MANAGER 

In  December  2000,  the  Austin  Ameri- 
can-Statesman  acquired  six  community 
newspapers  in  the  Central  Texas  Region. 
We  are  searching  for  a  dynamic  and  sea¬ 
soned  newspaper  professional  to  provide 
executive  leadership  and  vision  for  these 
prize-winning  weekly  community 
newspapers. 

This  challenging  and  exciting  opportunity  re¬ 
quires  the  ability  to  implement  and  execute 
innovative  strategies  to  enhance  revenue, 
grow  circulation,  and  manage  editorial  con¬ 
tent  with  the  ability  to  forecast,  report  and 
prepare  month-end  reports  and  an  annual 
budget. 

The  successful  candidate  will  possess  five 
years  senior-level  general  newspaper  man¬ 
agement  experience  leading  and  directing 
professionals.  Bachelor’s  degree  preferred. 
Requires  superior  interpersonal  skills,  in¬ 
cluding  excellent  communication  skills,  with 
the  demonstrated  ability  to  build  a  cohesive 
and  motivated  team  that  consistently  excels 
and  achieves  success. 

Salary:  Commensurate  with  qualifications 
and  experience. 

Benefits: 

•  Medical/Dental  Insurance 

•  Paid  Vacation 

•  401(k)  Plan 

•  Tuition  Reimbursement 


Austin  American-Statesman 
Human  Resources  Department 
305  S.  Congress  Avenue 
Austin,  Texas  78704 
Phone:  (512)  445-3709 
FAX:  (512)  445-3883 
www.statesman.com/jobs 
E-mail:  aa-sjobs@statesman.com 
EOE 

Pre-employment  Drug  Test 
and  Background  Check  Required 


MERGERS  &  ACQUISITIONS 
West  Coast-based  associate.  Excellent  op¬ 
portunity  to  join  leading  national  M&A  firm. 
Candidate  should  have  solid  publishing  cre¬ 
dentials,  strong  sales  drive,  and  active 
rolodex  at  the  publisher/owner  level.  Com¬ 
mission-only  with  outstanding  earnings  po¬ 
tential.  Respond  with  resume  to:  Larry 
Grimes,  President,  W.B.  Grimes  &  Co., 
lgrimes299@aol.com. 


ADVERTISING 


ADVERTISING  MANAGER 
Eagle  Publications  in  Claremont,  NH  is 
seeking  an  Advertising  Manager  for  its  daily 
newspaper,  its  two  weekly  newspaper  and 
its  shopper.  We  are  looking  for  someone 
with  proven  results  in  achieving  revenue 
goals.  A  strong  background  in  classified  ad 
management  preferred.  Mail  resume  and 
cover  letter  to: 

Harvey  Hill,  Publisher 
Eagle  Publications  Inc. 

RR2  Box  301,  Claremont,  NH  03743 
(603)  543-3100x153 


“Fating  the  press  is  more  tlifficuli  than 
Iwthing  a  leper." 

•Motlier  leresa,  missionary,  1990 


EDIT0R<S?PUBLISHER:  The  communication  link 
of  the  newspaper  industry  et’ery  week  since  1884. 
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•HELP  WANTED- 


ADVERTISING 


ADVERTISING  DIRECTOR 
Our  Ad  Director  has  just  moved  up  to  pub¬ 
lisher  in  our  company  and  we  are  looking 
for  someone  with  strong  leadership  capabil¬ 
ities  to  head  our  Ad  Department  of  eight 
sales  people.  Ideal  candidate  will  possess 
strong  creative,  organizational,  and  commu¬ 
nication  skills  both  written  and  verbal.  Com¬ 
puter  skills  needed,  familiarity  with  EXCEL 
helpful.  Our  newspaper  serves  a  dominant 
role  in  the  Roanoke  Valley  with  circulation  of 
13,000.  Located  on  the  Virginia  border  we 
are  only  an  hour  and  a  half  from  Richmond, 
Raleigh  or  Norfolk.  Company  benefits  include 
group  insurance  and  401(k).  To  apply 
send  your  resume  to  Ronnie  Bell,  Daily  Her- 
•  aid,  P.O.  Box  520,  Roanoke  Rapids,  NC 
27870  or  E-mail  to  ronniebell@charter.net, 
or  Fax  (252)  537  2314. 


ADVERTISING  DIRECTOR 
We’re  looking  for  a  savvy  publishing  profes¬ 
sional  to  build  on  our  success  and  share  in 
it.  We’re  the  Daily  Report  in  Atlanta,  a  high 
quality,  highly  acclaimed  business  daily  that 
circulates  to  a  high  net  worth  paid  readership 
■  Georgia’s  legal  professionals.  A  sterling  fran¬ 
chise  in  a  sensational  market.  Take 
charge  of  display,  classified,  other  advertis¬ 
ing  operations.  Lead  staff  of  four,  with 
room  for  expansion.  Oversee  marketing 
strategy  for  all  facets  of  our  business.  We 
offer  a  lucrative  pay  package,  rewarding 
challenges,  and  the  opportunity  to  grow 
with  a  fast-growing  national  media  com¬ 
pany.  Send  resume,  salary  requirements  to: 

Box  327,  Daily  Report 
190  Pryor  Street,  SW,  Atlanta,  GA  30303 
rgard@amlaw.com.  Fax  (404)  523-5924 


CLASSIFIED  COMMERCIAL  & 

PRIVATE  PARTY  SALES  MANAGER 
Our  Classified  Advertising  department  is 
seeking  a  sales  manager  to  supervise,  as¬ 
sign,  review  and  participate  in  the  work  of 
the  commercial  and  private  party  sales 
staff.  Qualified  candidates  will  have  classified  ■ 
advertising  or  direct  sales  management  I 
experience.  ! 

Comprehensive  benefits  package.  | 
Please  submit  resume  to:  I 

Human  Resources  1 

The  Press-Enterprise  i 

3512  Fourteenth  Street  j 

Riverside,  CA  92501  j 

E-mail:  HR@pe.com 
FAX:  (909)  368-9016 


ADVERTISERS 

For  Space/material 
deadlines  call 
Michele  MacMahon  at 
646.654.5303 


NEWS  makes  the  difference. 


ADVERTISING 


ADVERTISING  _ CIRCULATION 


ADVERTISING  SALES  MANAGER 
European  Stars  and  Stripes  newspaper  is  ! 
seeking  an  Advertising  Sales  Manager  to 
head  their  Advertising  Department  located  i 
in  Griesheim,  Germany.  The  successful  can-  i 
didate  will  supervise,  train  and  mentor  a  i 
staff  of  professionals  in  the  i 
accomplishment  of  their  goals  and  objec-  | 
tives.  We  are  seeking  a  results  driven,  cus-  i 
tomer  focused,  hands-on-leader.  The  selected  j 
individual  will  handle  an  account  base  of  I 
both  major  and  small  accounts  and  sell  and  | 
manage  all  house  accounts.  ! 

To  qualify  for  this  position,  the  candidate  ; 
will  have  commercial  newspaper  experience 
selling  retail  and/or  general  advertising  with 
further  experience  developing  and  imple¬ 
menting  commercial  advertising  programs. 
Must  have  a  track  record  of  consistently  ex¬ 
ceeding  goals,  demonstrated  success  in  ' 
developing  and  implementing  strategic  ! 
sales  initiatives  and  a  strong  commitment  in  ! 
coaching,  mentoring  and  developing  sales  ' 
people.  Must  be  a  team  player  focusing  on  | 
the  overall  success  of  the  newspaper.  This  j 
position  reports  to  the  General  Manager.  : 
Must  have  two  or  more  years  experience  i 
managing  an  advertising  department  along  ! 
with  providing  supervision,  guidance  and  di¬ 
rection  to  an  advertising  staff  for  a  daily  pa-  i 
per.  Completion  of  the  requirements  of  a  : 
Bachelor’s  degree  in  business,  advertising, 
marketing,  or  a  related  field  is  required  or 
comparable  professional  work  experience. 
Experience  with  Microsoft  office  suite.  Fa¬ 
miliarity  with  Quark  and  Illustrator. 

Desired,  but  not  required,  is  the  ability  to  S 
speak  fluent  German,  3  years  sales  supervi¬ 
sory  experience,  and  familiarity  with  ACT. 
Requires  a  National  Agency  Check,  U.S.  citi¬ 
zenship,  occasional  evening  and  weekend  , 
work,  some  international  travel.  Annual  salary 
$50,000  $60,000,  based  on 

experience.  Housing  and  benefits  make  the 
package  competitive  and  attractive.  Send 
resume  to:  European  Stars  and  Stripes, 
Unit  29480,  AHN:  NAF  Personnel,  APO  AE 
09211.  Fax:  01149-6155-601421. 

E-mail:  )obs@mail. estripes.osd.mil 
Stars  and  Stripes  is  an  Equal  Opportunity 
Employer. 


ADVERTISING  SALES  MANAGER  for  busy 
newspaper  department.  Experience  neces¬ 
sary.  Needs  to  be  multi-task  oriented,  crea¬ 
tive,  motivating,  organized,  loyal  and  com¬ 
mitted.  Must  be  able  to  sell,  develop  pres¬ 
entations,  train,  coordinate  projects,  maintain 
deadlines  and  customer  relations.  Excellent 
income  and  benefits.  Send  resume 
to  Florida  Sun  Publications,  c/o  General 
Manager,  P.O.  Box  422068,  Kissimmee,  FL 
34742. 


RETAIL  ADVERTISING  MANAGER 
&  CLASSIFIED  ADVERTISING  MANAGER 
Immediate  openings  for  experienced  and 
enthusiastic  sales  professionals  to  manage 
our  retail  and  classified  ad  departments. 
Our  daily  newspaper  is  part  of  a  growing 
newspaper  network  that  reaches  nearly  3.8 
million  readers  within  the  affluent  Philadelphia 
suburbs.  This  is  a  great  opportunity  to 
join  an  industry  leading  NYSE  company  that 
continues  to  grow  and  promote  individuals 
that  demonstrate  their  ability  to  succeed. 
We  offer  an  excellent,  competitive  com¬ 
pensation  package  and  benefits.  Please  for¬ 
ward  your  resume  with  salary  requirements 
to  Advertising  Director,  The  Times  Herald, 
410  Markley  Street,  Norristown,  PA  19401 
or  Fax  to:  (610)272-9515. 

Or  E-mail:  acorum@timesherald.com 


Looking  for  an  ADVERTISING  DIRECTOR 
who  will  work  within  a  group  of  newspapers 
located  in  the  Rocky  Mountain  region.  The 
candidate  would  be  responsible  to  hire, 
train,  evaluate  &  manage  salespeople  and 
sales  support  staff.  In  addition,  the  person 
in  this  role  will  manage  all  aspects  of  adver¬ 
tising  payroll,  incentives  and  compensation 
plans.  Developing  teamwork  and 
maintaining  employee  morale  are  also  key 
aspects  of  the  job.  We  are  looking  for  an  in¬ 
dividual  who  has  the  ability  to  grow  into  a 
publisher  position  within  our  organization. 
EOE.  Please  send  resume  and  cover  letter 
to: 

Box  3152,  Editor  &  Publisher  Classifieds 
770  Broadway,  7th  Floor 
New  York,  NY.  10003 


CIRCULATION  MANAGER 
The  Moscow-Pullman  Daily  News  is  looking 
for  an  experienced  circulation  person  to 
manage  its  Circulation  Department.  This  is 
an  ideal  opportunity  for  a  seasoned 
Home-Delivery  or  District  Manager  to  step 
up  and  take  charge  of  his  or  her  own  de¬ 
partment..  The  Daily  News  is  a  small  six-day 
per  week  newspaper  with  circulation  around 
7,500  subscribers.  The  Circulation  Manager 
will  supervise  a  staff  of  nine  employees  in 
servicing  subscribers  In  two  counties  located 
in  Idaho  and  Washington.  Qualified  candidates 
will  have  at  least  two  years  of  newspaper  cir¬ 
culation  experience  with  an  emphasis  on  car¬ 
rier  recruitment,subscription  sales 
and  providing  strong  customer  service. 
Must  be  good  at  coaching  and  motivating 
employees  to  emphasize  teamwork.  The 
Daily  News  offers  a  competitive  salary  with 
monthly  bonus  program,  employee  stock 
program,  medical/dental  benefits  and  a 
401(k)  program.  Mail  resumes  to  Mike  Mc¬ 
Bride,  Lewiston  Morning  Tribune,  P.O.  Box 
957,  Lewiston,  ID  83501. 


CIRCULATION  MANAGER 
The  Reporter  in  Vacaville,  CA,  a 
19,000-circulation  daily  near  San  Francisco 
Bay  Area,  is  looking  for  a  circulabon  manager 
aggressive  in  sales  and  marketing,  and 
dedicated  to  quality  service.  Excellent  work¬ 
ing  conditions,  pay  and  benefits.  Opportuni¬ 
ties  to  grow  within  MediaNews  Group.  Apply 
to  Patricia  Erickson,  HR  manager,  P.O.  Box 
1509,  Vacaville,  CA,  95696.  E-mail: 
perickson@thereporter.com 


CIRCULATION  CIRCULATION 


VICE  PRESIDENT  OF  CIRCULATION 

The  Sacramento  Bee,  an  award-winning  flagship  newspaper  for  The  McClatchy  Company, 
is  seeking  a  Vice  President  of  Circulation  with  responsibility  for  the  distribution, 
transportation,  sales,  and  administration  of  growth  strategies  for  the  newspaper. 

We  are  seeking  an  outstanding  innovative  leader  with  successful  experience  managing  a 
major  market  circulation  department,  who  has  a  bachelor’s  degree  or  equivalent  and  ten 
years  of  related  experience  in  the  newspaper  industry. 

The  Sacramento  Bee  is  located  in  one  of  the  fastest  growing  areas  in  the  U.S.  The 
Sacramento  area  offers  city  or  country  living,  close  proximity  to  San  Francisco  and  Lake 
Tahoe,  short  commutes,  and  affordable  housing.  The  Bee’s  daily  circulation  is  294,036; 
Sunday  is  350,853.  We  have  585  circulation  employees,  125  distributors  and  over  700 
contracted  carriers. 

The  Bee  is  ranked  fifth  highest  in  readership  penetration  and  is  approaching  10  years  of 
continuous  daily  circulation  growth.  We  offer  a  competitive  salary  and  bonus  structure,  a 
relocation  package,  plus  an  extensive  benefits  package  including  onsite  fitness  and 
childcare  centers. 

Visit  us  at  www.sacbee.com 

Please  E-mail  resume  and  cover  letter  to:  resumes@sacbee.coni 
Equal  Opportunity  Employer 


CLASSIFIED 
ADVERTISERS 


If  you  don’t 
see  a  category 
that  fits  your  needs, 
please  call  us  at  888.825.9149. 
For  space/material  deadlines  call: 

Hazel  Preuss  at  646.654.5302 

- details  at  www.editorandpublisher.com 


Sometimes  our  light  goes  out  but  is 
blown  into  flame  by  another 
human  being.  Each  of  us  owes 
deepest  thanks  to  those  who  have 
rekindled  this  light. 

-Albert  Schweitzer 

“Happiness  lies  in  the  joy  of 
achievement  and  the  thrill  of 
creative  effort." 

-  Franklin  Delano  Roosevelt 
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-HELP  WANTED- 


EDITORIAL 


BUSINESS  COPY  EDITOR  needed  at  The 
News  &  Observer,  an  award  winning  daily  in 
Raleigh,  NC.  Editor  should  have  3-5  years 
experience,  preferably  in  business 
journalism,  with  a  strong  command  of  lan¬ 
guage  and  grammar,  and  an  appetite  for 
business  news.  Send  resume,  references 
and  work  samples  to  Melanie  A.  Sill,  Execu¬ 
tive  Editor,  The  News  &  Observer,  215 
South  McDowell  Street,  Raleigh,  NC  27601. 

CITY/COPY  DESK  openings  at  mid-size  Cen¬ 
tral  Texas  7-day  AM  paper.  Some  experience 
preferred  but  talented  applicant  with 
solid  academic  background  will  be  consid¬ 
ered.  Send  resume  and  cover  letter  to 
Steve  Walters,  Managing  Editor,  Temple 
Daily  Telegram,  Box  6114,  Temple,  TX 
76503  or  E-mail  to: 

tdtjobs@temple-telegram.com 

COMMUNICATIONS  SPECIALIST  II  I 
ALLTEL  needs  someone  with  highly  devel¬ 
oped  news  instincts  combined  with  editing 
skills  to  work  in  the  company's  corporate 
communications  department.  The  ideal  can¬ 
didate  must  have  the  ability  to  write  and 
edit  stories  for  a  daily  electronic  newspaper 
published  on  ALLTEL’s  intranet.  The  position 
also  will  have  responsibility  for  communicat¬ 
ing  community  relations  activities  across 
the  company,  will  work  with  field  communi¬ 
cators  on  corporate  initiatives  and  will  be 
responsible  for  maintaining  community  rela¬ 
tions  and  other  related  content  on  ALLTEL's 
intranet.  Candidates  must  have  a  minimum 
2-3  years  experience  in  journalism  or  a  re¬ 
lated  field.  Skills  required  include  excellent 
written  and  oral  communication,  reporting,  | 
writing  and  editing  abilities,  news  | 
judgement,  web  design  and  HTML  skills 
along  with  an  ability  to  handle  multiple  proj¬ 
ects  with  professionalism.  ALLTEL  is  based 
in  Little  Rock,  Ark.,  and  is  one  of  the 
leading  communications  companies  in  the 
nation.  Apply  online  for  the  Communications 
Specialist  II  position  (requisition  #  45435) 
at  lAww.alltel.com/careers 


COPY  EDITOR/ASSISTANT  CITY  EDITOR  i 
The  Sandusky  Register,  a  24K  daily/27K  i 
Sunday  voted  Ohio's  best  small  daily  the  i 
last  three  years,  needs  superstar  to  join  ei-  i 
ther  our  copy  desk  OR  our  city  desk.  The 
copy  editor  will  join  the  team  that  puts  the 
paper  to  bed.  Must  be  a  (Juark  dynamo. 
The  ACE  will  help  the  city  editor  direct  con¬ 
tent.  ACE  must  have  a  passion  for  local 
news.  We're  an  exciting  -  and  exciteable  -  ! 
newsroom.  Send  resume,  clips  and  refer-  j 
ences  to  Todd  Franko,  Sandusky  Register,  } 
314  W.  Market  Street,  Sandusky,  OH  i 
44870.  toddfranko@sanduskyregister.com.  1 

NIGHT  ASSISTANT  CITY  EDITOR  | 
Editor  to  work  closely  with  reporters  in  plan-  i 
ning  and  editing.  Oversees  breaking  news  j 
team.  Works  closely  with  copydesk  and 
makes  judgments  on  story  updates  and 
changes  for  late  breaking  news.  Three  to 
five  years  experience  (reporting  and  editing) 
and  excellent  communication/people  skills 
required.  Night  position,  M-F,  1-10  p.m. 
Send  resume  and  clips  to  Lois  Henry,  Asst. 
Managing  Editor,  The  Bakersfield 
Californian,  P.O.  Box  440,  Bakersfield,  CA 
93302  or  FAX  to:  (661)  395-7519  or  E-mail: 
lhenry@bakersfield.com 


EDITORIAL 


EDITORIAL  PAGE  EDITOR 
For  40,000  circulation  daily  in  South  Texas. 
Family-owned  and  committed  to  high  jour¬ 
nalistic  standards.  Reports  to  publisher. 
Broad  journalistic  background  and  superior 
writing  abilities.  Other  desirable  attributes 
include:  Being  well  read.  Interested  in  and 
having  knowledge  of  local,  regional,  national 
and  international  issues.  Having  the 
ability  to  identify  and  address  political,  social 
and  economic  issues.  Having  own  opinions 
but  with  the  ability  to  write  convincing  opin¬ 
ions  without  personal  support.  Having 
an  open  and  fair  mind.  Having  good  people 
skills.  Duties  of  the  position  include:  Coordi¬ 
nating  columns,  cartoons,  letters  and  edito¬ 
rials  for  Opinion  Page.  Researching,  propos¬ 
ing,  writing  or  supervising  all  local  editorials. 
Maintaining  files  to  assist  in  development  of 
consistent  editorial  positions  according  to 
owners'/institutional  philosophy. 

Visit  our  web  site: 
http://www.victoriaadvocate.com 
Send  resume  detailing  experience  and  quali¬ 
fications  along  with  writing  samples  to 
Human  Resources,  P.O.  Box  1518,  Victoria, 
TX  77902.  Fax  to  361-574-1202  or  E-mail: 
pswan@vicad.com. 

FEATURES  COPY  EDITOR 
Stars  and  Stripes,  the  daily  independent 
newspaper  published  for  the  U.S.  military 
overseas,  has  an  immediate  opening  for  a 
features  copy  editor  in  our  Washington,  DC, 
office.  We're  not  just  combat  boots  and 
guns  -  we  also  cover  national,  world,  features 
and  sports  news.  We  want  journalists 
with  bright  layouts,  gripping  headlines, 
strong  time-management  skills  and  lots  of 
enthusiasm.  Daily  newspaper  experience 
and  a  proven  record  of  effective  teamwork 
are  musts.  Pluses:  knowledge  of  the 
military  and  Photoshop. 

Tell  us  about  yourself  in  a  letter,  and  send  it 
with  a  resume  and  page  clips  to: 

Walter  Reed  Army  Medical  Center 
c/o  WRAMC-CPAC,  Building  1 1  Room  2-72 
6900  Georgia  Avenue  NW 
Washington,  DC  20307-5001 
Attn:  Sylvia  Webb,  Human  Resources 
Or  E-mail:  jobs@stripes.osd.mil 
Stars  and  Stripes  is  an 
Equal  Opportunity  Employer 

ENVIRONMENT/OUTDOORS  WRITER 
The  Argus  Leader,  South  Dakota's  largest 
newspaper,  seeks  a  reporter  to  cover  envi¬ 
ronmental  issues  and  outdoors.  In  a  state 
known  for  world-class  hunting  and  fishing 
(ringnecked  pheasant  and  walleye)  and 
blessed  with  the  Missouri  River  and  the 
Black  Hills,  we  find  the  topics  inextricably  in¬ 
tertwined.  We  want  someone  who  can  pro¬ 
duce  breaking  news  and  enterprise  that 
connects  with  hunters,  anglers,  landowners. 
Native  American  tribes,  the  tourism 
industry,  etc.  This  is  a  great  opportunity  for 
someone  who  is  knowledgeable  about  out¬ 
door  sporting  pursuits  and  sophisticated 
enough  to  report  natural  resources  issues 
for  a  broad  readership.  We  are  a  Gannett 
newspaper  offering  excellent  benefits  in  an 
affordable  place  to  live.  Send  cover  letter, 
resume  and  six  enterprise  examples  to 
Randell  Beck,  executive  editor,  Argus  Leader, 
200  S.  Minnesota  Avenue,  Sioux  Falls, 
SD  57117-5034  or  E-mail: 

rabeck@argusleader.com 


EDITORIAL 


FOOD/RESTAURANT  COLUMNISTS 
New  Times  is  looking  for  additional  food 
columnists  for  its  award-winning  weekly 
newspapers.  You  must  be  passionate  about 
food,  knowledgeable  about  the  restaurant 
business  and  able  to  produce  stylish,  opin¬ 
ionated  columns.  Position  may  be  fulltime 
depending  on  writing/editing  experience 
and  willingness  to  relocate. 

New  Times  publishes  magazine-style  weekly 
newspapers  -  covering  local  news,  politics, 
arts  and  music  -  in  Phoenix,  Denver,  Miami, 
Dallas,  Houston,  San  Francisco,  Ft.  Laud¬ 
erdale,  Cleveland,  St.  Louis,  Kansas  City 
and  Oakland.  Qualified  applicants  should 
send  cover  letter,  resume  and  clips  to  the 
address  below.  BE  VERY  SPECIFIC  ABOUT 
WHICH  NEW  TIMES  CITIES  APPEAL  TO  YOU. 

Christine  Brennan 
Executive  Managing  Editor 
New  Times 

P.O.  Box  5970,  Denver,  CO  80217 
No  phone  calls  or  E-mails,  please 


EDITORIAI. 


PHOTO  DIRECTOR:  We're  looking  for  a  di¬ 
rector  of  photography  to  help  us  continue 
the  visual  evolution  of  our  newspaper.  The 
Post-Standard,  a  125,000-daily,  177,000 
Sunday  newspaper  in  Syracuse,  NY.  Our  di¬ 
rector  of  photography  is  a  key  newsroom 
manager  who  leads  an  award-winning  staff 
of  18  photojournalists  and  technicians  and 
who  works  closely  with  assigning,  design 
and  production  editors  to  get  the  most  out 
of  our  new  color  press.  Please  send  a  resume 
and  your  best  stuff  to  Richard  A.  Sullivan,  The 
Post-Standard,  P.O.  Box  4915, 
Syracuse,  NY  13221. 


GENERAL  ASSIGNMENT/MILITARY  AFFAIRS 
REPORTER 

The  News  &  Observer  of  Raleigh  is  looking 
for  a  General  Assignment/Military  Affairs  re¬ 
porter.  This  reporter  will  handle  spot  news 
and  long-term  projects  on  all  topics,  and  will 
cover  significant  events,  trends  and  issues 
relating  to  military  installations  in  North  Car¬ 
olina.  Candidates  should  have  at  least  five 
years  of  reporting  experience  and  excellent 
writing  skills.  Send  letter,  resume  and  writing 
samples  to  Steve  Riley,  metro  editor, 
Raleigh  News  &  Observer,  215  South 
McDowell  Street,  Raleigh,  NC  27601. 

MANAGE  THE  BEST 

New  Times,  the  nation's  largest  publisher  of 
alternative  newsweeklies,  is  looking  for  ex¬ 
perienced  and  dynamic  editors  to  manage 
its  papers  in  Cleveland,  Ft.  Lauderdale  and 
Kansas  City.  We're  searching  for 
candidates  who  have  a  fine  touch  with  copy, 
a  firm  grasp  of  magazine-style  journalism, 
and  the  confidence  to  work  comfortably 
with  a  staff  of  award-winning  journalists.  Ap¬ 
plicants  must  have  excellent  news  judgment 
and  solid  management  skills.  The  managing 
editor  will  supervise  the  day-to<iay  operations 
of  the  editorial  department  and  help 
staff  writers  produce  quality  news  and  feature 
stories.  Exceptional  writing  and  editing 
skills  are  essential;  the  interview  process 
will  include  an  extensive  editing  test.  New 
Times  offers  competitive  salaries  and  bene¬ 
fits.  Qualified  candidates  should  send  a  cover 
letter,  a  resume  and  clips  to: 

Christine  Brennan 
Executive  Managing  Editor 
New  Times 
P.O.  Box  5970 
Denver,  CO  80217 

LOOKING  for  that  next  career  move?  Go  to 
The  Ogden  Newspapers,  Inc.  web  site  at: 
www.ogdennews.com/opportunities 

POLITICAL  REPORTERS 
This  9-month  program  provides  professional 
journalists  with  2  to  10  years  of  full-time 
reporting  experience  an  opportunity  to  learn 
more  about  the  legislative  process  through 
direct  participation.  Stipend  is  $38,000, 
plus  a  small  travel  allowance.  To  apply,  see 
our  website  at  www.apsanet.org/about/cfp. 
Deadline:  January  1,  2003 
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REPORTER  -  SAN  FRANCISCO 
VNU  Business  Publications,  a  leading  busi- 
ness-to-business  publishing  company  has  a 
great  career  opportunity  for  a  Reporter.  Re¬ 
sponsibilities  will  include  writing  regional 
and  national  news  stories  and  features  for 
Adweek  -  magazine  and  website. 

Candidates  must  have  at  least  three  years 
experience  in  hard  news  and  be  able  to  de¬ 
velop  a  beat  and  generate  regional  and  na¬ 
tional  stories  on  a  weekly  basis.  Knowledge 
of  Bay  Area  advertising  agencies  and  issues 
a  strong  plus.  BA  or  BS  in  English,  Journalism 
or  Communications  required. 

We  offer  a  great  work  environment  plus  an 
excellent  benefits  package.  Please  send, 
fax  or  E-mail  resume  with  a  cover  letter  indi¬ 
cating  salary  requirements  to: 

VNU  Business  Publications 
Attn:  Human  Resources  Department 
770  Broadway,  7th  Floor,  NY,  NY  10003 
Fax:  (646)  654-7278 
jobs@vnubusinesspublicationsusa.com 
VNU  is  an  equal  opportunity  employer 

STAFF  WRITERS 

New  Times,  the  nation's  largest  publisher  of 
alternative  newsweeklies,  has  immediate 
openings  for  staff  writers  at  its  papers  in 
Phoenix  and  Houston.  We're  looking  for 
journalists  who  understand  the  difference 
between  magazine-style  reporting  and  the 
hurried  fact-finding  of  daily  papers.  Applicants 
for  both  positions  must  have  a  solid 
background  in  hard  news  and  be  able  to 
create  in-depth  and  compelling  stories  that 
explore  the  issues,  events  and  personalities 
of  their  community.  New  Times  publishes 
magazine-style  weekly  newspapers 
covering  local  news,  politics,  arts  and 
music  in  Phoenix,  Denver,  Miami,  Dallas, 
Houston,  San  Francisco,  Ft.  Lauderdale, 
Cleveland,  St.  Louis,  Kansas  City  and  Oak¬ 
land.  We  offer  competitive  salaries  and  ben¬ 
efits.  Qualified  applicants  should  send  cover 
letter,  resume  and  clips: 

Andy  Van  De  Voorde 
Executive  Associate  Editor 
New  Times 

P.O.  Box  5970,  Denver,  CO  80217 


REPORTER 

The  Daily  Gazette,  a  53,000-circulation  in¬ 
dependent  daily  in  New  York's  Capital  Region 
is  looking  for  an  experienced  general 
news  reporter.  Applicants  should  combine 
an  aggressive  drive  for  news  gathering  with 
an  appreciation  for  community  nev;s.  Send 
resume  and  work  samples  to  Thomas 
Woodman,  Managing  Editor,  The  Daily  Ga¬ 
zette,  2345  Maxon  Road  Ext.,  Box  1090, 
Schenectady,  NY  12301-1090. 

www.editorandpublisher.com 


Phone:1-888-825-9149  ~  CLASSIFIED  ADVERTISING  -  Fax :  (646)  654-5312 

MGOLDEN@EDITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  HPREUSS@EDITORANDPUBLISHER.COM 


.  -HELP  WANTED- 


EDITORIAL 


SPORTS  REPORTER/OTHER 
Idaho  State  Journal  (17,000,  morning):  im¬ 
mediate  opening  for  sports  journalist  (also 
accepting  resumes  for  expected  openings 
on  news  reporting  and  copy  desk  teams). 
Some  experience  preferred,  but  recent 
grads  considered.  Coverage  duties  include: 
state  university,  7<ounty  high  school  ‘ 
region,  community  sports.  Pagination  expe¬ 
rience  helpful.  Apply  with  resume,  clips,  ref¬ 
erences  to:  M.E.  Steve  Miller, 
smiller@journalnet.com,  or  mail  to  ISJ,  P.O. 
Box  431,  Pocatello,  ID  83204. 

Call  S.E.  Brady  Slater  at: 

(208)  239-3124  for  information. 


MAILROOM 


ASSISTANT  PRODUCT 
PACKAGING  MANAGER 
The  East  Valley  Tribune,  located  in  the 
Phoenix  metro  area,  is  seeking  an  experi¬ 
enced  Assistant  Manager  for  our  product 
packaging  operation.  This  position  involves 
hands-on  responsibility  for  managing  four 
SLS  1000  inserters  and  staff.  Duties 
include  scheduling,  staff  training,  safety  and 
reviews.  We  are  looking  for  a  person  that 
will  continually  work  toward  improvement  of 
the  existing  product,  develop  new  ideas 
and  implementing  those  that  will  help  the 
department  and  produce  the  best  quality 
products  on  time.  Must  have  proven  track 
record  in  newspaper  production  manage¬ 
ment.  Prior  operation  of  packaging  inserter 
and  bilingual  English/Spanish  helpful.  Com¬ 
petitive  compensation  and  comprehensive 
benefits  package.  To  apply,  submit  resume 
to:  Kathy  Thorne,  The  Tribune,  120  West 
1st  Avenue,  Mesa,  AZ  85210. 

FAX:  (480)  898-6401.  E-mail: 
kthorne@aztrib.com 


PRESSROOM 


PRESS  SUPERVISOR 

Wanted  for  dynamic,  expanding  newspaper 
in  the  Southwest,  Zone  8.  Experience  with 
Goss  Urbanites  and  time-sensitive  environ¬ 
ments  are  a  must.  We  are  not  looking  for 
just  a  great  press  operator,  we  are  looking 
for  a  great  people  person.  Must  be  willing 
to  work  all  shifts.  Must  pass  post-offer, 
pre-employment  physical.  Excellent  pay  and 
benefits  package.  Send  resume  to: 

Box  3157,  Editor  &  Publisher  Classifieds 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


E&P'S  CLASSIFIED  I 

i 

the  newspaper 
i^industry’s  meeting^ 
place. 

888.825.9149 


www.editorandpublisher.com 


PRESSROOM 


ASSISTANT  PRESSROOM 
MANAGER  -  TRAINER 

Join  Philadelphia’s  largest 
cold  web  printer  and  earn 

$75,000  Annually  *■ 
Performance  Bonus 

Bartash  is  a  7  day,  24  hour  printing 
operation  that  seeks  an  experienced  j 
pressroom  supervisor  that  can  assist  | 
the  manager  in  the  daily  operations  of  I 
a  commercial  printing  shop.  Ideal  can¬ 
didate  will  have  experience  with  Goss 
and  Tensor  presses,  on-line  glue  and 
trim  books  and  extensive  4-color.  The 
candidate  must  have  the  ability  to  train 
press  crews  on  proper  printing  proce¬ 
dures.  This  is  a  high-profile  position 
that  requires  strong  verbal  and  written 
communication  skills.  Submit  resume  to: 

Bartash  Printing 
Attention:  Edward  Yucis 
5400  Grays  Avenue 
Philadeiphia,  PA  19143 
Phone:  (215)  724-1700 
Fax:  (215)  724-3948 


PRODUCTION/TECH 


MANAGER,  NIGHT  OPERATIONS 
The  Manager  of  Night  Operations  is  respon¬ 
sible  for  supervising  all  night  production  op¬ 
erations  to  ensure  that  the  newspaper’s 
quality  control,  productivity  and  strategic 
,  objectives  are  achieved.  The  position  is  i 
j  also  responsible  for  preparation  of  daily  ; 
j  production  summary  reports,  evaluating  ' 
j  production  performance  and  making  recom- 
j  mendations  for  improvement. 

I  The  qualified  individual  will  possess  three  to 
j  five  years  experience  in  newspaper  produc- 
!  tion  management.  A  four-year  degree  in  a 
i  related  field  is  preferred,  but  not  required, 
i  A  thorough  understanding  of  all  equipment 
!  used  in  newspaper  production,  with  an  em- 
!  phasis  on  color  prepress  is  essential.  Expe¬ 
rience  with  labor  agreements  and  working 
in  a  union  environment  is  a  plus.  Must  have  ! 
excellent  verbal  and  written  communication  , 
skills.  Experience  with  PC  and  Macintosh  ' 
computer  equipment  and  software  is  pre-  ; 
f  erred.  I 

We  are  offering  a  competitive  salary  and  ! 
outstanding  benefits  package. 

Qualified  candidates  should  Fax,  E-mail  or  i 
mail  a  resume  to:  | 

Fax  (513)  768-8210  i 

E-mail  hr@enquirer.com 
The  Cincinnati  Enquirer 
Human  Resources  Department 
312  Elm  Street,  Cincinnati,  OH  45202 
The  Cincinnati  Enquirer  is  an  equal  opportu-  ' 
nity  employer.  We  recognize  and  appreciate 
the  benefits  of  diversity  in  the  workplace. 
People  who  share  this  belief  or  reflect  a  di¬ 
verse  background  are  encouraged  to  apply. 


PRODUCTION/TECH 


PUBLICATION  SPECIALIST/TRAINER 
Software  Installations.  Mac/PC  experience 
necessary.  Quark/lnDesign  a  plus.  If  you 
know  prepress,  workflow,  like  travel  and 
want  out  of  deadline  dilemmas,  reply  to: 
Managing  Editor,  Inc. 

Attn:  Marilyn 

101  Greenwood  Avenue,  Suite  330 
Jenkintown,  PA  19046 
E-mail:  mmoss@maned.com 


-POSITIONS  WANTED- 


CIRCULA'nON 


CIRCULATION  SALES:  Experienced  profes¬ 
sional  seeks  sales/distribution  opportunity. 
Eastern  Zone  2.  Phone/Fax  (631)  588-2735 


EDITORIAL 


JOURNALIST  with  more  than  20  years  expe¬ 
rience  in  finance,  marketing  and  technology 
seeks  editing  or  writing  spot  in  New  York 
City  or  Northern  New  Jersey.  E-mail: 
dtomasula@hotmail.com 


i  MANAGING  EDITOR  for  association  publishing 
i  group  and  veteran  Washington  reporter 
seeks  public  affairs,  media  relations  or 
communications  position  in  Northern 
Virginia.  Extensive  Capitol  Hill  and  Executive 
Branch  reporting  experience.  Currently  re¬ 
sponsible  for  editing  and  production  of 
I  books,  newsletters,  directories  and  on-line 
products.  Call  (703)  278-8560  or  E-mail: 
editorgifford@aol.com 


NEW  YORK-based  LAW  ENFORCEMENT  and 
CRIMINAL  JUSTICE  Reporter/Feature  Writer 
available  for  full-time  position  or  on  an  as¬ 
signment  basis.  Experience  includes  covering 
criminal  investigations,  special  operations, 
forensics,  community  policing, 
training,  and  homeland  security  issues.  Call 
Sanford  Wexler  (212)  581-9468,  or  E-mail: 
sanfordwexler@hotmail.com 


EDITOR  &  PUBLISHER 
CLASSIFIED  RATES 


HELP  WANTED 

Line  rates:  $13.80  per  line,  per 
week,  three  line  minimum 
Black  and  white  display  ads 
$149.00  per  col.  inch,  per  week 
one-inch  minimum 
half-inch  increments 

EQUIPMENT  &  SUPPLIES 
INDUSTRY  SERVICES 
ANNOUNCEMENTS 
FEATURES  AVAILABLE 

line  rates:  $12.45  per  line,  per  week 
three  line  minimum 

Black  and  white  display  ads 

$149.00  per  col.  inch,  per  week 
one-inch  minimum 
half-inch  increments 
ALL  CATEGORIES 
Red  display  ads:  $60.00  per  week  in 
addition  to  black  and  white  display 
rates.  Frequency  discounts:  For  both 
line  and  display  ads.  run  two  or  more 
weeks  and  enjoy  big  discounts.  Blind 
boxes:  $25.00  per  insertion;  counts 
as  two  lines  of  copy.  The  identity  of 
box  holders  cannot  be  revealed. 
Readers  are  advised  not  to  send 
samples  when  replying  to  blind  box 
ads;  we  are  not  responsible  for  the 
recovery  of  samples. 

DEADLINE: 

Wednesday  noon  prior  to 
Monday  issue  date 


Obstacles  don't  have  to  stop  you. 
If  you  run  into  a  wall,  don't  turn 
around  and  give  up.  Figure  out 
how  to  climb  it,  go  through  it,  or 
work  around  it. 


•  Michael  Jordan 


\  E&P  EMPLOYMENT  ZONE  CHART 

\  Use  zone  number  to  indicate  location  without  specific  identification 
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Raters  of  the  lost  market  could  gain  a  lot  by  studying  journalism 

I’LL  ADMIT  I  USED  TO  BE  A  LITTLE  BIT  IN  AWE  OF  STOCK 

analysts.  They  could  talk  with  apparent  knowledge  about 
hedges  and  subordinated  debt  and  intangible  asset 
amortization.  Even  their  shorthand  —  all  those  casual 
references  to  “cap  ex”  and  “last  quarter’s  guidance”  — 
bespoke  a  sophistication  that  seems  unobtainable  to  those  of  us 
so  dim  we  actually  majored  in  journalism. 

But  then,  a  couple  of  years  ago,  former  Securities  and  Exchange 
Commission  (SEC)  Chairman  Arthur  Levitt  issued  his  so-called 
“Reg  FD,”  the  rule  that  prohibited  the  common  practice  among 

for  their  firm,  analysts  would  laud 
certain  stocks  on  the  many  cable  TV 
channels  devoted  to  soft-core  porn  of  the 


public  companies  of  disclosing  significant 
news  to  favored  analysts  or  investors 
while  keeping  it  from  the  press  and 
the  investing  public.  Suddenly,  we 
reporters  could  get  in  on  all  those 
insider  conference  calls.  What  a  shock 
awaited  us  behind  the  green  door. 

Public  companies  —  especially 
newspaper  companies  —  love  to  whine 
about  Wall  Street’s  relentless  demand  for 
short-term  results.  But  if  you  have  an 
image  of  tough-talking  analysts  holding 
executives’  feet  to  the  fire  during  confer¬ 
ence  calls  —  well,  take  a  listen  to  them 
some  time.  Analysts  routinely  introduce 
their  questions  with  some  comment  like, 
“Great  quarter,  guys!”  If  a  company  is 
announcing  an  acquisition,  the  first 
thing  the  analysts  say,  one  after  another, 
is  something  like,  “Great  deal,  guys!” 

Clearly,  analysts  are  not  heeding  the 
commandment  in  the  title  of  the  book 
by  former  Chicago  Tribune  sportswriter 
Jerome  Holtzman  —  No  Cheering  in  the 
Press  Box.  I  can  only  imagine  a  White 
House  press  conference  conducted  like  an  i 
analysts’  call:  “Nice  work  on  the  Home-  j 
land  Security  Act,  Mr.  President!”  “Great 
diplomacy  at  that  G-7  summit,  sir!” 

Of  course,  it  wasn’t  just  this  unseemly 
toadying  that  wiped  away  whatever  awe 
of  analysts  remained.  As  we  now  know, 
some  big-time  analysts  behaved  badly 
while  riding  up  the  dot-com  and  telecom 
stock  bubble.  Because  much  of  their 
compensation  was  tied  to  winning 
underwriting  or  consulting  business 
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financial  variety.  In  e-mail  messages  to 
colleagues,  they  were  disparaging  these 
same  stocks  as  dogs. 

But  it  seems  to  me  that  analysts,  their 
employers,  and  the  SEC  that  regulates 
them  both  are  drawing  exactly  the  wrong 
lessons  from  this  scandal. 


Tom  Hanks  knows 
that  there’s  no  crying 
in  hasehall.  Analysts 
should  know  that 
there’s  no  cheering 
in  the  press  box. 


As  l^lst  week’s  editorial  in  E^P  noted, 
the  SEC  has  already  imposed  strict 
conflict-of-interest  disclosure 
requirements  for  analysts  who  appear 
on  cable  or  broadcast  TV  shows  —  and 
now  the  New  York  Stock  Exchange  is 
asking  regulators  to  extend  those  rules  to 
newspapers.  Under  the  Big  Board’s 
proposal,  analysts  would  be  forbidden 
from  ever  again  talking  to  a  newspaper 
if  that  paper  had  quoted  the  analyst 
without  including  detailed  information 
about  whether  any  conflict  existed. 

Official  Wall  Street,  in  other  words, 
wants  more  SEC  regulation  in  journalism 
—  when  what  the  market  really  needs 


is  more  journalism  in  the  culture  of  the 
analysts  regulated  by  the  SEC. 

I’ve  been  thinking  about  this  since  the 
last  summer  when  I  found  myself  on  a  boat 
cruising  Lake  Michigan  off  Chicago  with 
an  interesting  group  of  passengers.  One 
had  been  a  leader  of  the  pro-democracy 
students  slaughtered  in  Beijing’s 
Tiananmen  Square.  There  was  a  former 
World  Bank  economist,  several  groomed- 
to-zoom  lawyers,  a  software  engineer  who 
was  already  channeling  into  a  charitable 
foundation  some  of  the  wealth  accumulat¬ 
ed  in  her  precious  few  years  on  Earth,  and 
even  a  young  newspaper  executive. 

One  of  the  passengers  faced  a  daunting 
task:  She  had  just  been  made  responsible 
for  writing  new  policies  ensuring  that 
opinions  by  analysts  at  her  well-known 
firm  were  untainted  by  influence  from 
the  same  firm’s  banking  business.  If 
only,  she  mused  aloud,  she  could  find 
a  way  to  import  a  journalistic  culture 
for  analysts. 

But  my  fellow  passenger  said  analysts 
couldn’t  ever  be  like  journalists  because 
they  need  to  get  much  closer  to  com¬ 
panies  to  form  their  insights.  Of  course, 
this  idea  —  that  if  we’re  chummy  girls 
and  boys,  we’ll  get  inside  and  learn  the 
real  scoop  —  is  the  snare  and  delusion 
that  all  good  journalists  learn  very  early 
to  avoid.  Whether  the  press  box  is  in 

a  baseball  park  or  a  state 
legislature,  reporters 
should  know  they  are  not 
part  of  the  team. 

As  reporters  also  learn 
quickly,  journalism’s 
culture  of  distance  and 
independence  often 
makes  them  unpopular 
guests  whatever  the  venue. 

Stock  analysts  do  not  need 
to  take  it  to  the  arrogant  extremes  of 
some  reporters  with  rabid  questions, 
but  a  little  reserve  and  a  little  starch 
would  do  wonders  for  their  credibility. 
And,  frankly,  their  self-respect. 

For  as  smart  as  they  are,  analysts 
apparently  haven’t  figured  out  that  most 
corporate  suits  are  just  shining  them  on, 
anyway.  The  other  day  —  monitoring 
a  media-company  analyst  call  in  my 
reporter’s  “listen-only  mode”  —  I  heard 
the  executives  greet  one  well-known 
analyst  by  shouting  almost  in  unison: 
“Hey,  we  all  saw  you  on  CNBC  yesterday!” 

Over  the  line,  I  could  hear  the  analyst 
practically  purring  in  pleasure.  II 
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NEWSPAPER  2.0 


Like  Helios  traversing  the  equator,  online  travel  advertising 
is  hot,  hot,  hot  —  and  newspapers  are  taking  notice 


IT  MAY  SEEM  LIKE  A  PECULIAR  TIME  TO  ROLL  OUT  NEW 

travel  Web  sites,  with  bombs  exploding  at  resorts  and 
missiles  bearing  down  on  civilian  airliners.  But  that’s 
exactly  what  some  newspapers  are  doing. 

Total  domestic  and  international  travel  spending 
plunged  6%  last  year,  according  to  the  Travel  Industry  Associa¬ 
tion  of  America  in  Washington,  with  business  treks  expected  to 
sink  another  4.3%  this  year.  But  even  with  9/11,  leisure  travel 
actually  rose  3%  in  2001  and  another  2%  for  the  first  half  of  2002, 
according  to  the  association.  And  online  travel  advertising  is  hot, 


surging  39%,  to  15.9  billion  impressions, 
in  the  third  quarter,  according  to 
Nielsen//NetRatings,  which  is  co-owned 
by  E^P’s  parent  VNU. 

“We  ve  tracked  the  [leisure]  market, 
and  it’s  rebounded,”  said  Jennifer  Davis, 
national  account  manager  for  Freedom 
Media  Enterprises  in 
Irvine,  Calif.  “Las  Vegas 
is  back  at  capacitv  .” 

Sin  City’s  ability  to 
pack  in  visitors  from  the 
West  is  important  to 
Davis  because  three 
Freedom  papers  have 
partnered  with  Travel 
Worm  Inc.  of  Las  Vegas, 
which  provides  the  trip  engine  for  five  Web 
sites  affiliated  with  The  Orange  County 
Register  in  Santa  Ana,  Calif;  The  Gazette  in 
Colorado  Springs,  Colo.;  and  the  East 
Valley  Tribune  in  Mesa,  Ariz. 

N.  Christian  Anderson  III,  CEO  and 
publisher  of  the  Register  and  president  of 
Freedom  Metro  Information,  thinks 
papers  still  have  time  to  win  a  chunk  of 
the  online  globe-trotting  market.  “Are  we 
late  to  the  party?  Yes.  Are  we  too  late?  I 
don’t  think  so,”  he  said  when  asked  about 
online  travel  leaders  such  as  Expedia. 

Mike  Coleman,  audience  development 
manager  for  azcentral.com,  Web  portal 
of  The  A  rizona  Republic  in  Pboenix, 
agrees.  “We  really  bring  great  content 
to  the  table,  information  you  won’t  find 


on  the  big  travel  sites,”  Coleman  said. 

Azcentral.com  visitors  can  now  book 
package  tours  through  America  West 
Vacations,  with  the  newspaper  getting  a 
percentage  of  every  booking.  A  separate 
deal  with  a  Phoenix-based  company  lets 
azcentral  users  reserve  hotel  rooms.  So 
far  this  year,  2,879  hotel 


BY  CARL  SULLIVAN 


Newspapers’  ace  in  the  hole: 
Objective  reviews  of  travel 
spots  —  something  you  won’t 
find  on  sites  such  as  Expedia. 


stays  were  booked  by  users  of  the  site, 
and  Coleman  expects  the  number  to  grow 
to  4,400  next  year. 

Azcentral’s  travel  section  is  expected  to 
generate  $250,000  to  $300,000  next 
year,  a  50%  increase  over  this  year, 
Coleman  said.  He  envisions  that  revenue 
being  split  75-25,  advertising  to  booking. 

The  keys  to  making  this  work  include 
content-advertising  integration  and 
visitor  growth.  Azcentral  is  doing  a 
good  job  on  the  first  count,  but  it  has 
some  work  to  do  on  the  second.  If  you 
call  up  a  travel  story  about  San  Diego, 
the  site’s  booking  widget  appears  at  the 
top  of  the  page  with  the  destination  field 
automatically  filled  in  for  San  Diego  —  a 
small  feat,  but  one  that  makes  the  online 


experience  demonstrably  more  pleasant. 

With  about  250,000  page  views  a 
month,  traffic  is  admittedly  too  low,  said 
Coleman,  who’s  aiming  for  1  million  page 
views  a  month  by  the  fourth  quarter  of 
next  year.  “This  will  take  some  marketing 
effort  and  dollars,”  he  said.  “Like  most 
newspaper  sites,  we’re  up  against  the  fact 
that  few  people  think  of  us  as  a  destination 
for  travel  information,  and  even  less  for 
travel  booking.”  Among  new  promotions  is 
an  azcentral.com  Traveler’s  Club,  an  online 
rewards  program  that  grants  points  to 
registered  users  every  time  they  visit  the 
site.  Each  travel  point  is  one  entry  in  that 
month’s  contest  for  travel  prizes  from 
azcentral.  The  registration  eventually  will 
allow  for  targeted  e-mail  advertising. 

The  Republic  is  wisely  not  biting  off 
more  than  it  can  chew  by  focusing  only  on 
three  markets:  Arizonans  who  either 
travel  in-state  or  visit  popular  Western 
vacation  spots  such  as  Mexico,  and  out-of- 
state  visitors  who  want  information  about 
Arizona.  “That’s  why  you'll  never  see  a 
story  on  our  site  about  the  top  10  things 
to  see  in  Paris,”  Coleman  said. 

You’re  more  likely  to  read  about  Paris 
on  The  New  York  Times  on  the  Web, 
which  relaunched  its  global  travel  section 
in  October  to  include  booking  capabilities 
through  Trip.com.  Travel  accounts  for 
about  12%  to  15%  of  total  advertising  on 
The  New  York  Times' 
Web  site,  said  Jason 
Krebs,  vice  president 
of  sales. 

While  travel  ads 
practically  vanished 
after  Sept.  11,  2001, 
they  were  back  about 
eight  weeks  later, 

Krebs  reported.  Travel  advertising  is  now 
about  30%  higher  than  pre-9/11  levels. 

To  boost  the  audience,  the  site  freed 
its  travel  articles  from  the  paid  archives, 
created  destination  pages  on  particular 
regions,  and  added  content  from  Fodor’s 
and  photos  from  Lonely  Planet.  Unique 
users  of  this  section  have  nearly  tripled 
since  the  relaunch,  to  about  half  a 
million  a  month. 

Krebs  said  newspapers  shouldn’t  fret 
about  competing  with  the  online  travel 
giants.  “We’re  not  going  to  radically 
change  our  business. ...  We’re  not  a 
booking  engine.  We’re  a  quality  provider 
of  content.”  That  includes  objective 
reviews  of  travel  spots  —  something  you 
won’t  find  on  sites  such  as  Expedia.  SI 
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University  students  and  faculty  and  South  Carolina  Educational 
TV  staffers  test-drove  the  Newsplex  the  week  after  it  opened. 


{continued  from  page  12}  to 
come  in  and  try  out  new  ways 
of  working  and  break  down 
cultural  barriers,”  he  says.  If  it 
becomes  a  place  to  simply  test 
gadgets,  “it’ll  be  great  for  USC, 
but  will  have  limited  industry 
use.”  The  merit  of  the  Newsplex 
lies  in  its  potential  to  inspire 
management  and  drive 
creation  of  new  strategies,  he 
says,  which  in  turn  would  dic¬ 
tate  the  needed  technologies. 

DTI  President  Don  Oldham 
is  not  troubled  by  this  aspect, 
however,  saying  that  being  a 
part  of  the  Newsplex  will  give 
DTI  a  chance  to  experiment  (especially 
with  TV  technologies),  to  demonstrate 
products,  and  to  train  users.  “The  Newsplex 
is  consistent  with  everything  we  have  been 
trying  to  do;  it  is  the  next  logical  step  for  us,” 
he  says,  pointing  out  that  DTI  was  in  fact 
the  first  company  to  invest  in  the  Newsplex. 
Students  and  professionals  working  at  the 
Newsplex  will  have  to  work  on  something, 
he  contends,  and  DTI  will  fiimish  some  of 
the  tools  for  them  to  use  and  learn. 

Straight  to  video 

Weeklong  sessions  will  train  groups  of  10 
people.  The  idea,  Northrop  explains,  is  to 
prepare  a  team  of  professionals  so  that  they 


in  turn  become  “agents  of  change,”  that  is, 
they  go  back  to  their  papers  and  begin 
implementing  the  concepts  of  a  converged 
newsroom  seen  at  the  facility. 

lira  execs  are  developing  various  training 
modules,  although  Northrop  says  sessions 
will  be  customized  to  meet  a  group’s  needs. 
Modules  include  a  technical  unit  that  con¬ 
centrates  on  news-management  software; 
a  management  unit;  a  story-building  unit, 
which  focuses  on  fitting  together  different 
pieces  of  a  story  and  incorporating  video, 
Web  links,  and  wireless  device  alerts;  and 
a  “backpack  journalism”  unit,  training 
journalists  in  the  use  of  equipment  and 
technology  to  capture  news  in  the  field  in 


Convergence  across  the  pond 


Before  the  Ifra  conference 
last  month,  a  small  group  of 
media  execs  met  with  members 
of  the  Europjean  Mudia  project  (Multi- 
media  Developments  in  the  Information 
Age)  to  learn  more  about  the  state  of 
convergent  media  abroad.  The  research 
consortium  has  been  studying  news- 
pap)ers’  efforts  to  incorporate  multimedia 
for  18  months  to  determine  new  media 
roles  and  consumption  patterns,  and  to 
establish  benchmarks,  explains  Jan 
Bierhoff,  director  of  the  European  Centre 
for  Digital  Communication  and  Mudia’s 
project  director.  “We  were  trying  to 
develop  the  instruments  to  systematically 
analyze  what’s  going  on,  and  now  we  are 
looking  to  find  ways  to  apply  findings  to 
the  industry,”  he  says. 

Presentations  included  a  benchmark 
study  by  Martha  Stone  that  looked  at  the 
multimedia  activities  in  24  Europjean 
media  concerns.  Her  findings  indicate 
that  the  strategies  working  at  the  most- 


converged  media  oprerations  include  a 
top)-down  management  approach, 
journalists  Irom  different  media  sharing 
the  same  physical  space,  an  integrated 
work  flow  for  content,  a  common 
database,  and  training  of  journalists. 

Other  presentations  included  looking 
at  users’  roles  in  online  news,  and  the 
impact  of  digital  technologies  on  the 
media  industry. 

Attendees  profess  to  be  heartened  by 
the  fact  the  U.S.  and  Europrean  oprera- 
tions  are  facing  some  of  the  same  prob¬ 
lems  when  dealing  with  convergence, 
such  as  training  journalists,  dealing  with 
new  technologies,  incorporating  reader 
respxrnse,  and  blending  advertising. 

“The  situation  that  was  described 
sounds  familiar,”  says  Media  General  Inc. 
President  and  Chief  Oprerating  Officer 
Reid  Ashe.  Adds  England’s  Manchester 
ExxningNexss  Editor  Paul  Horrocks, 

“The  research  gave  me  confidence  that 
this  is  the  right  path.”  —Meg Campbell 


How  a  tornado  in 
Ohio  hit  1,000 
newspapers 


When  a  tornado  touched  down  near 
West  Mansfield,  Ohio,  the  Bellefontaine 
Examiner  received  a  dramatic  photo  taken 
by  resident  Jeff  McCall.  Recognizing  the 
impact  of  the  picture.  Editor  Jim  Mason 
sent  it  immediately  to  AP. 

“I  felt  we  had  to  send  our 
picture  to  AP  because  the  story 
of  the  devastation  could  affect 
other  readers  across  the 
country,”  says  Mason.  “Bein^i 
scooped  didn’t  concern  me. 

We  had  the  pictures  for  page  one. 
We  rely  on  AP  for  many  things 
and  know  that  sharing  news 
makes  us  a  better  newspaper.” 


Timely  sharing  is  made  possible  by 
the  unique  cooperative  structure  of 
The  Associated  Press.  Sharing  news  and 
photos  works  for  everyone.  Pass  it  on. 


Ap 


Associated  Press 

www.ap.org 
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announced  last  week  it  has  hired  Martha 
Stone  as  the  facility’s  new  training  director. 
Industry  consultant  Stone  has  25  years  of 
writing,  editing,  and  design  experience  for 
newspapers,  magazines,  and  online  publica¬ 
tions,  and  last  year  was  the  co-director  of  the 
Online  News  Association’s  “Digital  Journal¬ 
ism  Credibility  Study”  and  an  ethics  fellow 
at  the  Poynter  Institute.  As  the  training 
director.  Stone  says  her  first  task  will  be  to 
polish  the  curriculum  and  prepare  for  the 
site’s  first  visitors.  She  stresses  that  training 
programs  will  be  tailored  to  an  individual 
group’s  needs,  and  explains  that  the  goal  will 
be  to  create  a  “road  map  to  convergence”  for 
the  group  and  then  to  follow  that  map. 

Manchester  Evening  News,  a 
member  of  the  Newsplex  directorate,  will 
be  one  of  the  first  to  send  over  a  team  for 
training,  scheduled  for  the  first  quarter  of 
next  year.  “We  may  have  to  move  into  a  new 
building,  and  what  we’ve  done  in  the  past  is 
not  right  for  the  future,”  says  Editor  Paul 
Horrocks.  “Newsplex  is  a  place  to  test  out 
ideas,  and  to  put  journalists  in  a  different 
environment.  If  you’re  going  to  think  out  of 
the  box,  you’ve  got  to  get  out  of  the  box.” 

“Playing  with  stuff  here  is  a  big  part  of  it,” 
adds  Michael  Romaner,  president  of  Morris 
Digital  Works.  Morris  Communications 
Corp.  is  one  of  the  latest  companies,  and  the 
first  U.S.  media  outfit,  to  join  the  Newsplex 
directorate.  Morris’  The  Augusta  (Ga.) 
Chronicle  is  close  by,  and  Romaner  says  there 
are  plans  to  use  its  newsroom  as  an  “incuba¬ 
tor”  for  new  ideas  generated  by  Newsplex. 

use  journalism  professors  also  are  work¬ 
ing  on  ways  to  use  the  new  facility.  The 
notion  of  teaching  journalism  students  how 
to  handle  themselves  in  multiple  media  has 
become  the  norm,  and  many  universities  are 
overhauling  curricula  and  building  high-tech 
facilities.  In  this  regard,  Charles  Bierbauer, 
the  new  dean,  hopes  the  Newsplex  will  give 
use  an  edge  and  lead  to  creation  of  broader 
programs.  “The  Newsplex  gives  us  a  venue  to 
try  things  and  apply  them  to  public  relations, 
advertising,  and  information  retrieval,”  in 
addition  to  journalism,  he  explains. 

Convergent  and  conversant 

Newsroom  convergence  continues  to  be  a 
thorn  in  the  side  of  the  media  industry.  Hard 
to  describe,  harder  to  do  right,  it  could 
become  a  more-urgent  issue  in  the  likely 
event  the  Federal  Communications 
Commission  relaxes  media  cross-ownership 
rules,  and  groups  scramble  to  buy  different 
media  properties  in  the  same  market. 

During  the  Iffa  newsroom  summit,  about 
100  media  professionals  struggled  with 
convergence,  touching  on  such  concerns  as 


journalist  and  information  specialist  who 
would  “wield  information  tools  like  someone 
else  would  wield  a  camera,”  Northrup  says. 

Media  professionals  attending  the 
conference  and  inauguration  were  largely 
enthusiastic  about  the  Newsplex,  although 
some  voiced  concerns  regarding  the  content 
and  quality  of  training.  Because  virtually  no 
company  has  a  fully  converged  news  opera¬ 
tion,  there  are  few  experiences  on  which  to 
base  a  training  curriculum.  Similarly,  it’s 
hard  finding  professionals  to  teach  it.  Some 
also  wonder  whether  the  price  tag  of  sending 
teams  to  South  Carolina  would  discourage 
companies  from  using  the  facility. 

Responding  to  these  concerns,  Iffa 


its  different  forms,  manipulate  content,  and 
send  it  back  to  the  paper. 

Another  module  aims  to  increase  the  video 
news  skills  of  print  reporters.  “That  seems  to 
be  a  big  demand,”  says  Northrup,  explaining 
that  the  issue  is  not  getting  print  reporters  to 
look  good  on  camera,  but  rather  to  train 
them  with  video  and  Web  tools  —  for 
example.  Visual  Communicator,  a  software 
package  developed  by  Serious  Magic,  which 
can  be  used  to  create  short  video  segments 
complete  with  background  graphics.  The 
segments  then  can  be  sent  for  streaming  via 
the  Web  site  on  a  hand-held  device  or  a  PC. 

Finally,  there  is  a  module  on  the  new 
position  of  news  resourcer,  a  hybrid 


The  complete 
truth  about  Sunday 
packaging  systems. 


The  truth  is,  there's  only  one  complete  in-line  system  when  it 
comes  to  collating,  polywrapping,  stacking,  inkjetting  and  selective 
feeding.  It's  SITMA. 

With  our  modular  system,  you  get  the  state-of-the-art  components 
that  are  right  for  you  today  —  and  grow  as  you  grow.  Our  precision 
solutions  are  nimble  enough  to  keep  pace  with  the  largest  papers  in 
the  world.  And  with  our  innovative  design  and  dedicated  SITMA 
service,  you'll  appreciate  the  up-time. 

SITMA  delivers  exceptional  value  compared  to  other  cobbled-together 
solutions  that  run  at  a  fraction  of  the  speed. 

For  the  complete  story,  call  us  today. 

We'll  find  a  solution  that's  right  for  you. 


45  Empire  Drive,  St.  Paul,  MN  55103 
800-728-1254  •  Fax  651-222-4652  •  www.sitma.com 
Italy  •  France  •  United  States  •  Japan 
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the  changing  roles  of  the  journalists,  the 
mechanics  of  creating  the  converged 
newsroom,  and  content  quality. 

Convergence  is  critical,  presenters 
contended,  as  it  offers  potential  to  streamline 
operations  and  enhance  the  quality  of 
content  and  presentation.  Besides,  media 
users  already  itch  for  convergence.  Stone 
cited  a  recent  MTV  survey  showing  most 
teenagers  are  multitasking  —  watching  TV 
while  surfing  the  Web,  scanning  magazines, 
or  listening  to  music.  “It  would  be  hazardous 
to  not  be  where  our  customers  are,”  said  Ari 
Valjakka,  editor  in  chief  of  Turun  Sanomat 
in  Turku,  Finland.  “Ev  en  if  the  business 
doesn’t  profit  in  the  beginning,  it  strengthens 
the  established  brand.” 

Attendees  agreed  that  a  key  component  of 
a  converged  newsroom  is  a  journalist  conver¬ 
sant  in  the  languages  of  different  media,  but 
they  rejected  the  notion  of  journalist  as  one- 
man  band.  “There  ought  to  be  specialists,” 
said  Atlanta  Journal-Constitution  Editorial 
Director  Hyde  Post.  “They  [reporters]  just 
shouldn’t  have  blinders  on.”  (One  attendee 
used  the  term  “amphibious  journalist.”) 

Iff  a  Director  of  Editorial  Strategy  Ruth  De 
Aquino  pointed  out  that  many  media  houses 
are  already  convergent  on  a  certain  level, 
presenting  four  case  studies  of  convergence, 
including  The  Tampa  (Fla.)  Tribunes  well- 
known  merged  newsroom,  highlighting  the 
way  each  has  sorted  out  the  always-delicate 
who-owns-the-story  question. 

As  she  and  others  explained,  for  converged 
newsrooms,  the  question  is  not  so  much  who 
gets  to  break  the  news  as  where  the  news 
would  be  broken  most  effectively.  A  number 
of  presentations  focused  on  such  issues  as 
quality  and  best  use  of  the  different  media, 
as  well  as  cross-promotional  opportunities  — 
for  examples,  using  a  Web  site  to  direct  a 
user  to  a  newspaper  story  or  the  paper  to 
direct  a  reader  to  a  TV  newscast. 

Juan  Antonio  Giner,  director  of  the 
Innovation  International  Media  Consulting 
Group,  made  a  case  for  recasting  the 
newspaper  as  a  daily  newsmagazine,  with 
intelligent  analysis,  original  viewpoints,  and 
value-added  content,  while  Mario  Garcia  Jr., 
senior  vice  president  of  Garcia  Media, 
emphasized  the  importance  of  using  differ¬ 
ent  media  to  do  the  best  storytelling  possible. 

Sam  Starnes,  media-relations  director  at 
PR  Newswire,  startled  attendees  with  his 
company’s  own  efforts  at  convergence.  PR 
Newswire  is  now  helping  clients  create  full 
multimedia  press  packages  that  incorporate 
text,  tables,  video  footage,  all  for  the  taking. 
(PR  Newswire,  in  fact,  is  a  directorate 
member  of  the  Newsplex).  Starnes  gave  an 
example  of  the  new  services:  A  company 


director  had  been  filmed  in  front  of  a  green 
screen,  which  was  later  replaced  with  footage 
of  a  golf  course,  making  it  look  like  the 
executive  had  been  filmed  outdoors.  Editors 
in  the  audience  questioned  the  technique, 
arguing  that  if  they  were  to  include  that 
image  in  a  Web  or  broadcast  story,  they 
would  be  misleading  their  audiences. 

Stone,  until  now  also  an  Innovation 
International  consultant,  made  several 
recommendations  to  papers  looking  to 
converge  newsroom  operations,  such  as 
promotion  and  researching  multimedia 


storytelling  ideas,  while  Ulrik  Haagerup, 
former  editor  in  chief  of  Morgenavisen 
Jyllands-Posten  in  Viby,  related  his  Danish 
daily’s  successful  move  to  convergence  by 
taking  advantage  of  a  diversified  group  of 
local  media  properties  to  reach  all  popula¬ 
tion  segments.  The  move  was  not  without 
its  agonies,  he  said,  showing  a  curve  that 
charted  journalists’  initial  resistance  to 
their  final  acceptance. 

“It’s  not  hard  to  invent  new  ideas,” 
observ’ed  Finlcmd’s  Valjakka.  “It’s  hard 
to  get  rid  of  the  old  ones.”  11 


Now  Accepting  Nominations  for  2003 

Writing  -  Reporting  -  TV  &  Radio 
Photography  -  Graphics 

The  National  Headliner  Awards  is  one  of  the  oldest 
and  largest  annual  contests  recognizing  journalistic 
merit  in  the  communications  industry. 

Our  69th  annual  competition,  to  be  judged  by  a 
distinguished  panel  of  professional  journalists  and 
broadcasters,  is  open  to  all  material  published  or 
broadcast  between  Jan.  1,  2002  -  Dec.  31,  2002. 
Deadline  for  entry  is  January  10,  2003. 

Nomination  forms  and  category 
descriptions  may  be  obtained  from: 

Michael  R.  Schurman 
National  Headliner  Awards 
226  Mr.  Vernon  Avenue 
Post  Office  Box  239 
Northfield,  New  Jersey  08225-0239 
phone:  609-646-8896  •  fax:  609-646-8826 

w\v\vNaiion.ilHciullincr.A\vards.ci>m 
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KBA  Colora  presses  at  the  Dayton  Daily  News,  with  four  additional  units  and  six  more  color  couples 


two  weeks  ago,  the  extension  includes  four 
printing  units,  each  consisting  of  two 
arch-type  printing  couples.  Six  additional 
printing  couples  also  will  be  installed  in 
existing  printing  towers.  The  extension 
requires  four  more  reelstands  —  two  with  a 
variable  web  width  of  50  to  54  inches  and 
two  with  a  fixed  web  width  of  50  inches. 

The  expansion  is  occasioned  by 
consolidating  production  of  several  Cox 
Ohio  Publishing  newspapers  and  a  need  for 
more  color.  Besides  the  Daily  News,  the 
company  now  prints  the  Springfield  News- 
Sun  and  Middletown  Journal  on  its  Colora. 
It  expects  to  add  The  Journal-News  of 
nearby  Hamilton  by  February.  Cox  Ohio 
installed  three  keyless  Coloras  in  1999  and 
returned  to  KBA  for  additional  color 
capacity  last  year,  following  an  agreement 
to  print  The  New  York  Times’  Sunday  pack¬ 
age.  This  year,  KBA  helped  the  company 
convert  two  54-inch  presses  to  50  inches. 


prepress 

SOFTWARE  CONSULTING  SERVICES 


After  KBA  President  Reinhart  Siewert  (left) 
retires  next  June,  Albrecht  (center)  and  Claus 
Bolza-Schiinemann  will  share  his  duties. 


Nazareth,  Pa. 

Entered  a  joint  marketing  agreement  with 
QuickWire  Labs,  Hamilton,  Ontario, 
anticipating  a  combination  of  the  SCOOP 
editorial  system  with  QuickWire  wire- 
capture  and  management  modules.  Quick¬ 
Wire  is  installed  at  more  than  260  sites 
worldwide,  ranging  up  to  250-seat  sites 
using  Macintosh  and  Windows-based 
PC!s.  It  accept  feeds  from  news  agencies 
worldwide,  including  The  Associated  Press, 
Reuters,  and  the  U.K.  Press  Association. 


KBA  NAMES  SIEWERT’S 
SUCCESSOR  AS  PREZ 


KONIG  &  BAUER  AG’S  SUPERVISORY 
board  appointed  Albrecht  Bolza- 
Schiinemann  to  succeed  President  and 
Chief  Financial  Officer  Reinhart  Siewert 
when  he  retires  next  June,  reducing  the 
executive  board  to  six  members.  Following 
his  retirement,  Siewert  will  be  nominated  as 
a  shareholder  representative  on  the  super¬ 
visory  board.  Albrecht  Bolza-Schiinemann, 
deputy  chairman  and  executive  vice  presi¬ 
dent  for  sheetfed-offset-product  develop¬ 
ment  and  human  resources,  has  headed 
KBA’s  RadebeuI  sheetfed  plant  since  1991, 
turning  it  around  to  achieve  double-digit 
growth  for  the  past  eight  years. 

The  board  also  appointed  Claus 
Bolza-Schiinemann  deputy  president. 

His  present  role  as  executive  vice  president 
for  web-press  engineering  and  project 
management  will  expand  to  include  two 
of  Siewert's  functions,  security-press  sales 
and  human-resources  management  at 
KBA's  web-press  facilities. 


output 

ALFAQUEST  TECHNOLOGIES  INC. 

Rolling  Meadows,  III. 

Will  supply  The  Clarksburg  (W.Va,) 
Exponent/'Tekgram,  the  American  Press, 
Lake  Charles,  La.,  and  The  Frederick  (Md.) 
News-Post  with  flatbed  FasTrak  CTP/C 
platesetters  with  ultraviolet  lasers  (4  watts 
at  350  nanometers  or  8  watts  at  400 
nanometers)  for  exposing  conventional 
plates  under  daylight  conditions.  The 
CTP/C  has  the  same  automatic  plate 
handling  and  slipsheet  removal  used  in 
other  FasTrak  models.  Throughput  is 
rated  at  75-to-125 13-inch  broadsheet 
plates  per  hour  at  1016  dpi.  A  single 
resolution  can  be  preselected  from  1016, 
1200, 1524,  or  1800  dpi.  Trakmate  supports 
all  the  media  sizes  imaged  by  FasTrak 
CTP/C  platesetters,  from  12-by-15  inches 
to  245/8-by-38  inches.  The  platesetter’s 
optomechanical  system  for  alignment 
and  positioning  achieves  color-registration 
repeatability  of +/-  0.001  inch. 


Allentown,  Pa. 

Will  supply  for  the  new  plant  of  Calkins 
Media  Inc.’s  Burks  County  Courier  Times, 
Levittown,  Pa.,  two  SLS3000  inserters,  two 
lines  of  NewsGrip  single-gripper  press 
conveyor,  Topveyor  365  conveyor,  four 
Bundlers,  automatic  hopper  loaders, 
AddressLinc  online  inlget  labeling,  an 
online  press-to-hopper  system  (which 
automatically  delivers  preprints  directly 
from  the  press  to  the  insert  hoppers)  for 
each  inserter,  and  SAM  Plans  to  manage 
the  daily’s  packaging  and  distribution 
planning  emd  reporting,  as  well  as  monitor 
conveyor  and  inserter  setup.  The  Topveyor 
365  will  serve  as  a  dedicated  ROP  line  to  a 
GMA  Bundler.  Bundlers  also  will  handle  all 
processing  from  the  inserters.  AF300  Hop¬ 
per  Loaders  are  designed  to  enhance  pro¬ 
duction  by  loading  jackets  and  inserts  at  the 
optimum  level  for  uninterrupted  process¬ 
ing.  The  32,000-copy-per-hour  SLS3000s 
come  with  GMA’s  Missed  Insert  Repair 
System  and  WinLincs  inserter  control  and 
use  shaftless  feeder  servo-drive  technology 
and  low,  ergonomically  contoured  feeders 
for  convenience  and  safety.  The  feeder  also 
is  designed  to  be  maintenance-free. 


ALFAQUEST  TECHNOLOGIES  INC., 
Rolling  Meadows,  III.,  promoted  Jim 
Hanger  to  national 
sales  manager, 
responsible  for  North 
America.  An  industry 
veteran.  Hanger  has 
held  various  mana¬ 
gerial  positions  at 
prepress-systems 
vendors  for  more  than 


pressroom 

KBA  NORTH  AMERICA  INC. 

York,  Pa. 

Through  next  October  will  expand  for  a 
third  time  the  Anilox  Colora  press  at  the 
Dayton  (Ohio)  Daily  News,  adding  four 
webs  and  14  printing  couples.  Announced 


Jim  Hanger, 

30  years.  In  June  alfaQuest 

2000,  he  was  Technologies  Inc. 

appointed  alfaQuest  (then  Monotype 
Systems)  western  regional  sales  manager. 
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‘Bizarro’  biz  will  move  to  King 


Second  comic  switching 
to  syndicate  next  month 

BY  DAVE  ASTOR 

The  offbeat  goes 
on  at  King 
Features  Syndi¬ 
cate,  which  is  picking 
up  the  “Bizarro”  comic 
effective  Jan.  1.  Dan 
Piraro’s  17-year-oId  panel 
will  move  from  Universal 
Press  Syndicate. 

Another  comic  coming  i 

to  the  New  York-based  it 

King  Jan.  1  —  from  Hk _ 

Tribune  Media  Services  ^  New  “> 
—  is  Mike  Peters’  “Mother  Goose  & 
Grimm”  {Et3P,  Nov.  25,  p.  20). 

Piraro  said  one  reason  he’s  moving  is 


Nobel-winning  novelist 

TO  WRITE  FOR  NEWSPAPERS 

Nadine  (iordimer,  the  Nobel  Prize- 
vvinning  novelist  and  political  activist, 
will  write  a 

Nadine  Gordimer  column  literature  art 
to  dawn  with  new  year  other  topics. 


In  a  New  “Yolk”  state  of  mind 


1 1  Cartoonists’  organization 

I  HONORS  FORMER  KiNG  PREZ 

Former  King  Features  Syndicate 
I  President  Joe  D’Angelo  is  the  recipient 
of  a  Silver  T-Square  from  the  National 
Cartoonists  Society  (NCS). 

Rarely  won  by  a  noncartoonist,  the 
honor  was  presented  in  New  York  during 
the  annual  NCS  holiday  party  Saturday, 
j  just  after  E^P  went  to  press. 

[  “The  award  is  intended  to  recognize 
outstanding  service  to  the  profession  as 
well  as  extraordinary  service  to  the  socie¬ 
ty,”  said  NCS  President  Steve  McGarry. 
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because  he  feels  King  will  increase  sales 
of  his  comic,  which  runs  in  200  papers. 

Universal’s  reaction?  “Ironically,  our 
concentration  of  good  panels  may  be 

the  reason  Dan  thought 
he  might  be  more 
comfortable  in  his  new 
home,”  said  syndicate 
President  Bob  Duffy, 
who  wished  Piraro 
“continued  success.” 

“Bizarro”  started  in 
1985  at  Chronicle 

^  Features  —  essentially 

I  replacing  Gary  Larson’s 
I  “Far  Side,”  which  had 

- i  moved  to  Universal.  Ten 

state  of  mind  years  later,  “Bizarro”  also 
switched  to  Universal,  around  the  time 
Larson  retired.  (“Far  Side”  reruns  are  stiD 
distributed  internationally  by  Creators 


D’Angelo  was  King’s  president  from 
1973  to  1997,  and  later  became  chairman 
I  of  the  syndicate  and  a  consultant  for  the 
i  Hearst  Corp.,  King’s  parent.  He  also  has 
!  served  as  president  of  the  International 
I  Museum  of  Cartoon  Art  and  the  News- 
!  paper  Features  Council. 

Will  Shortz:  Long  list  of 
PUZZLING  ACTIVITIES  IN  2002 

!  The  New  York  Times  crossword  editor, 

I  Will  Shortz,  whose  puzzles  go  to  300 
!  papers  via  the  New  York  Times  Syndicate, 
!  has  had  a  busy  year. 


et  cetera  ... 

The  centennial  of  the  death  of  legendary 
editorial  cartoonist  Thomas  Nast 
(1840-1902)  was  marked  with  various 
events  Saturday,  just  after  £&P  went  to  press. 
See  next  week's  issue  for  details. ...  Knight 
Ridder/Tribune  Information  Services  has 
launched  the  KRT  International  site  (http:// 
www.krtintemational.com)  for  editors  around 
the  world. ...  AccuWeather  redesigned  its 
Web  site  (http://www.accuweather.com). ... 
“Monkeyhouse”  cartoonist  Pat  Byrnes  of 
Tribune  Media  Services  is  engaged  to  Lisa 
Madigan,  who  was  elected  last  month  as 
attorney  general  of  Illinois. ...  United  Feature 


Ike  Mas  excellent,  W.  auJience 
was  \u!av»j-kan«lekl.  witk  sWW.  o*ie- 
4iin«Msional  ckswaclere  &  ^  juvenile 
\  Savcjeofkvmior. 


Syndicate.)  “Bizarro”  went  on  to  win  the 
National  Cartoonists  Society’s  best  comic- 
panel  honor  in  2000, 2001,  and  2002. 

Piraro,  44,  also  does  a  one-man  act 
called  “The  Bizarro  Bologna  Show”  that 
has  received  positive  reviews.  11 


Last  month,  St.  Martin’s  Press  released 
Will  Shortz  s  Favorite  Crossword  Puzzles. 

Also,  Shortz  was  recently  re-elected 
chairman  of  the  World  Puzzle  Federation. 
And,  in  March,  Shortz  directed  the  25th 
annual  American  Crossword  Puzzle 
Tournament,  which  he  founded. 

In  addition,  the  number  of  New  York 
Times  Digital  users  paying  $19.95  a  year 
to  subscribe  to  the  online  versions  of 
Shortz-edited  puzzles  reached  40,000. 

Finally,  60  Minutes  recently  filmed  a 
segment  on  Shortz  for  possible  airing  in 
January  or  February. 


I  Syndicate  is  offering  “Interiors  by  Design”  by 
'  designer/author/TV  personality  Chris  Casson 
:  Madden.  The  weekly  column  is  also  still 
distributed  by  Scripps  Howard  News  Service. 
...  Perigee  published  Hehise  Conquers  Stinks 
and  Stains,  a  new  book  by  the  King  Features 
Syndicate  columnist. ...  Casey  Shaw,  USA 
Weekend  creative  director  and  cartoonist, 
i  won  a  Clarion  Award  from  the  Association  for 
I  Women  in  Communications. ...  “Flash 
i  Gordon”  cartoonist  Jim  Keefe  of  King  used 
guest  illustrator  Joe  Kubert  Nov.  10  and  John 
Romita  (“Spider-Man”)  Dec.  1. ...  Syndicated 
Columnists  author  Richard  Weiner  wrote  “An 
Ode  to  Ann  Landers  and  Dear  /tbby”  in  the 
fall  Public  Relations  Quarterly. 
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Ethics  Comer 


TOO  MOCH  SONSHINE 

Florida  law  burns  rape  victims  who  put  the  babies  up  for  adoption 


Last  summer,  Hernando  Today,  a  daily  newspaper 
in  Brooksville,  Fla.,  published  in  a  legal  ad  the  name  of 
a  woman  who  gave  birth  to  a  baby  conceived  when  she 
was  raped. 

Why  did  the  paper  disclose  the  woman’s  name?  She 
was  giving  up  her  baby  for  adoption  and  was  forced  by  Florida  law  to 
give  her  assailant  a  chance  to  invoke  his  paternity  rights. 

That’s  not  all.  Hernando  Today  ran  the  notice  four  consecutive 
weeks  and  could  have  been  prosecuted  under  a  state  criminal  statute 
for  identifying  a  rape  victim,  according  to  several  Florida  attorneys. 


Robert  Nolle,  managing  editor  of 
Hernando  Today,  was  incredulous  when 
told  his  newspaper  had  published  a  legal 
ad  with  a  rape  victim’s  name  in  it.  That’s 
because  his  paper,  a  link  in  the  Media 
General  Inc.  chain,  would  never  identify  a 
rape  victim  in  a  news  story.  “I  don’t 
understand  how  that  could 
happen,”  Nolle  said.  It 
happened  because  a  court 
placed  the  ad  in  Nolte’s  paper 
to  satisfy  the  Sexual  History 
Newspaper  Requirement  of  the 
adoption  statute  requiring 
birth  mothers  to  give  biological 
fathers  a  chance  to  win  custody 
of  their  child.  Even  if  the  baby 
was  bom  as  the  result  of  a  rape. 

The  ads,  which  must  run  in 
the  county  where  the  woman  says  the 
baby  could  have  been  conceived,  list  the 
mother,  the  man  or  men  she  says  may  be 
the  father,  and  the  date  and  time  the 
conception  might  have  occurred. 

The  Florida  media  recently  began 
hammering  state  legislators  for  passing 
what  is  now  known  as  the  “Scarlet  Letter 
Law.”  But  those  Florida  journalists  should 
have  been  on  the  job  18  months  ago.  “It 
wasn’t  on  our  radar  screen,”  said  one 
Statehouse  reporter.  “We  just  missed  it.” 


The  journalists  jumped  on  the  j 

antidisclosure  bandwagon  in  June  after 
Charlotte  H.  Danciu,  an  adoption 
attorney,  filed  a  lawsuit  in  Palm  Beach 
County  on  behalf  of  six  women  who 
didn’t  want  to  be  abused  in  legal  ads. 

The  Palm  Beach  County  court  ruled 
two  of  the  women  —  both 
of  whom  said  they  were  raped 
—  would  be  spared  the  pain  i 
of  having  their  names  listed  j 

in  a  newspaper.  But  that 
mling  applies  to  legal  notices 
in  Palm  Beach  County  only.  \ 
The  rest  of  Florida  continues  I 
to  list  rape  victims  in  the  I 

adoption  ads. 

The  judge  also  ruled  that  | 
the  other  four  women  who  ! 
say  they  were  not  sexually  assaulted,  but  j 
don’t  know  who  the  father  is  or  where  he  j 
is,  would  continue  to  have  their  sex  lives  i 
detailed  in  the  legal  ads  —  a  decision 
Danciu  is  appealing.  The  tumult  that 
exploded  this  year  might  have  been 
avoided  if  the  press  had  listened  to  the  j 

adoption  attorneys  who  badgered  them  ! 
with  sordid  scenarios  of  the  grief  the  bill  j 

would  bring.  “The  reporters  just  didn’t  | 
listen  to  us,”  said  Danciu.  | 

She  would  like  newspapers  to  reject  the  i 


ads,  an  idea  that  intrigues  the  American 
Civil  Liberties  Union.  “If  the  papers 
refuse  to  publish,  it  can  be  argued  that 
it  was  beyond  the  control  of  the 
applicant  to  comply  with  the  statute,” 
said  Randall  Marshall,  ACLU’s  legal 
director  in  Florida. 

But  that  seems  like  vidshful  thinking. 

“I  haven’t  had  one  paper  turn  me 
down,”  said  Jeanne  Tate,  executive  vice 
president  of  the  f  lorida  Association  of 
Adoption  Professionals  and  the  lawyer 
who  coined  the  Scarlet  Letter  image  for 
the  law.  “My  clients  want  to  publish  the 
ads  so  their  adoptions  can  be  finalized.” 

It  was  Tate’s  firm  that  placed  the  ad  of 
the  rape  victim  in  Hernando  Today. 

The  ads  haven’t  produced  any  wayward 
fathers,  but  they  have  embarrassed  the 
birth  mothers  who  worry  their  friends 
or  relatives  who  don’t  know  about  their 
babies  might  stumble  across  their  stories 
in  the  newspaper. 

“Most  of  the  guys  we’re  looking  for 
don’t  read  newspapers,”  said  Madonna 
Finney  Hawken,  a  Tallahassee  lawyer. 
“Those  dudes  are  running  in  the 
opposite  direction.” 

And  so  were  the  Florida  newspapers. 
The  bill  was  scrutinized  so  badly  that  the 
Florida  Press  Association  never  took  a 
stand  on  it.  “We  didn’t  get  any  calls  from 
our  members,”  reported  Richard  Shelton, 
the  group’s  legislative  representative.  “We 
didn’t  have  a  position  on  it  because  it  did 
not  affect  us  directly.” 

If  there  is  no  newspaper  published  in 
the  county  where  the  baby  is  conceived, 
the  law  says  that  a  legal  notice  must  be 
posted  in  three  conspicuous  places  — 
including  the  entrance  to  the  courthouse 
door.  That  requirement  has  adoption 
lawyers  searching  for  newspapers  that  a 
court  might  agree  covers  the  area  even 
though  it  is  not  published  there. 

The  media  believe  state  Sen.  Walter 
“Skip”  Campbell,  the  key  author  of  the 
adoption  legislation,  will  keep  his  pledge 
to  revise  the  sexual-disclosure  require¬ 
ment.  “There  are  legitimate  claims  the 
bill  is  making  women  pay  twice,”  he  said. 

True.  But  Campbell  promised  to  tweak 
it  last  spring  after  Gov.  Jeb  Bush  expressed 
concerns  about  “privacy  issues”  before 
allowing  the  bill  to  become  law  without 
signing  it.  And  nothing  happened.  11 
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Kelly  Dyer 

General  Manager 
NewsOK.com,  Oklahoma  City 


“In  day-to-day  business  we  rush 
from  meeting  to  meeting.  It’s 
incredible  -  at  API,  you  get  to  stop 
and  think! 

“API  is  more  than  a  conference. 
Not  only  do  you  get  to  take  a  close 
look  at  new-media  issues,  you  get 
to  debate  with  your  peers.  It  is 
in-your-face  discussion.  And  it’s 
fun,  too. 

“I  have  been  on  both  sides  of  the 
table  at  the  Digital  News 
Management  seminar,  as  a 
participan^nd  as  a  presenter. 

You  learn  either  way.” 


C 


Training  for  the  Digital  News  Industry 


“You  learn  ...” 

1 

I 


‘This  message  was  made  possible  by  support  from  Cox  Newspapers. 


American 

Press 

Institute 


The  Leadership  Place 

www.americanpressinstitute.org 

11690  Sunrise  Valley  Drive 
Reston,  Virginia  20191-1948 
(703)  620-3611 
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The  HershELj  LnrigE  and  ConvEntinn  CEntEr,  HErshELj,  PR 


(Exhibits  Open  march  E5-B7,  EDQ3) 


S  reach  out  to  the  true  decision-makers  in  the  newspaper  industry  I  generate  new  sales  leads 
meet  with  customers  to  build  loyalty  and  get  referrals  1- introduce  new  products  and  services 

I  assess  the  competition  I  conduct  pre-market  evaluations 
cross-market  your  products  and  services  to  all  facets  of  the  newspaper  industry  continuum 
I  create  brand  awareness  and  enhance  your  company's  image 


plEasE  r-  .«n'ai:t  Janet  Neitiig  at  (717)  7D3'3DQt3 
□r  vihiit  our  ilJEb  site  at  uuLLmj.amRrica-Eest.uijri! 
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